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that	 would	 reduce	 the	 environmental	 impact	 of	 their	 institutions.	 Therefore	 a	
participatory	process	 is	suggested	as	the	right	tool	to	nurture	environmental	citizens,	
who	will	 be	 able	 to	 take	 ‘right’	 and	 ‘good’	 decisions	 about	 their	 pro-environmental	
actions.	In	the	last	years,	social	media	have	emerged	as	a	worldwide	phenomenon.	But	
alongside	 the	 grand	 claims	 of	 a	 social	media	 inspired	 ‘revolution’	 lie	more	 nuanced	
questions	around	the	role	of	digital	tools	 in	‘every	day’	contexts,	and	whether	or	not	
they	are	facilitating	a	cultural	change	or	merely	adding	to	the	noise	of	modern	life.		
The	 thesis	 contributes	 to	 the	 debate	 through	 presenting	 findings	 from	 an	 action	
research	 study	 at	 an	 East	 Midlands	 University	 in	 which	 a	 case	 study	 approach	 was	
implemented	to	explore	the	potentialities	offered	by	participating	 in	decision-making	
regarding	pro-environmental	 issues	 in	the	 institutional	context,	as	they	are	mediated	
by	social	media.	To	generate	behaviour-change	the	two	correlated	theories	of	public	
engagement	and	environmental	citizenship	were	tested.		
Findings	 indicate	 that	behaviour	change	and	enhanced	environmental	 citizenship	are	
achievable	through	participation	using	social	media,	as	several	interviewees	reported	a	
change	 or	 a	 reinforcement	 of	 already	 existing	 pro-environmental	 behaviours	 as	 a	
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“Our	 electronic	 networks	 are	 enabling	 novel	 forms	 of	 collective	
action,	 enabling	 the	 creation	 of	 collaborative	 groups	 that	 are	
larger	and	more	distributed	than	any	other	time”		
(Shirky,	2008,	p.	48)	
The	 last	decade	has	 seen	a	 revolution	 in	how	people	communicate	and	engage	with	
one	 another	 and	 with	 organisations.	 Digital	 technologies	 serve	 as	 the	 key	 part	 of	
information	 and	 communication	 of	 today’s	 society.	 The	 influence	 of	 digital	
technologies	 is	 perceivable	 in	 all	 spheres	 of	 life,	 including	 economy,	 education,	
governance	and	private	lifestyle.	Usage	of	mobile	computing	devices	and	the	Internet	
has	dramatically	increased	together	with	citizens’	expectations	for	fast	and	easy	access	
to	 information.	Citizens	are	 therefore	 increasingly	becoming	 ‘digital	 citizens’	 and	 the	
rise	of	social	media	have	transformed	lives	for	better	or	worse.		
Alongside	 this	 digital	 revolution,	 overwhelming	 evidence	 of	 the	 impact	 of	 climate	
change	on	our	planet	has	emerged.	Climate	change	is	at	present	widely	recognised	as	
one	of	the	most	pressing	concerns	facing	humanity	(IPCC	2013).	 In	the	1990s	climate	
change	and	environmental	 sustainability	 started	 to	 gain	 attention,	 in	particular	 after	
the	1992	Rio	United	Nations	Conference	on	Environment	and	Development	(UNCED).	
Climate	 change	 was	 at	 the	 centre	 of	 attention	 at	 the	 conference	 and	 the	 United	
Nations	 Framework	 Convention	 on	 Climate	 Change	 (UNFCCC)	 started	 requesting	
countries	to	start	to	monitor	and	report	their	emissions	(UNFCCC	1998).	Government,	
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survive	 without	 the	 rest	 of	 the	 natural	 environment	 (Etzion	 2007),	 although	 most	
institutions	and	the	individuals	that	inhabit	them	might	not	be	aware	of	this.		
The	awareness	that	our	life-styles	are	damaging	the	environment	has	raised	questions	
about	 who	 should	 take	 responsibility	 for	 action	 (Stern	 2007).	 There	 is	 extensive	
research	 and	 practice	 that	 demonstrates	 that	 understanding	 the	 social	 and	
behavioural	 aspects	 of	 sustainability	 can	 be	 an	 successful	 strategy	 to	 reducing	
emissions	 (Whitmarsh	 et	 al.	 2011;	 Stern	 2000).	 However,	 many	 attempts	 at	 `pro-
environmental	change`	rely	upon	individualistic	and	rationalist	assumptions	(Kollmuss	
&	Agyeman	2002).	Alternatively,	 public	participation	 is	 increasingly	 considered	 to	be	
an	 important	aspect	 in	 the	success	of	behaviour-change	processes	 (Petts	2006;	Petts	
2001).	 It	 is	 widely	 accepted	 that	 if	 people	 have	 the	 opportunity	 to	 participate	 in	
decision-making	 processes,	 they	 will	 be	 more	 likely	 to	 adopt	 the	 outcome	 of	 the	
decisions	(Webler	et	al.	1995;	Owens	2000;	Webler	et	al.	2001).	This	principle	has	been	
successfully	 applied	 in	 the	 context	 of	 waste	 management	 and	 landscape	 planning	
(Petts	1995).	
As	 Shirky	 asserts	 collaboration	 of	 groups	 on	 social	 media	 have	 today	 the	 power	 of	
changing	people’s	actions	and	as	such	can	be	a	powerful	tool	 in	changing	our	society	
(Shirky	2008)s.	Building	on	this	principle,	this	thesis	addresses	the	key	question	then	of	
whether	 social	 media	 enabled	 engagement	 of	 people	 can	 help	 society	 reduce	 its	




on	 this	 question.	 A	 campaign	 over	 an	 eight	week	 period	was	 implemented	with	 the	







and	 food	 choices,	 recycling,	 and	 others).	 The	 research	 drew	 upon	 analysis	 of	 social	
media	interaction	and	interviews	to	understand	the	impact	of	staff	and	students	pro-
environmental	 behaviours	 in	 the	 overall	 frame	 of	 reducing	 a	 higher	 education	
institution	 emission.	 To	 understand	 behaviour-change	 the	 inter-related	 theories	 of	
public	 engagement	 and	 environmental	 citizenship	 were	 used	 (Webler	 1995;	 Petts	
2006;	Bull	et	al.	2008;	Dobson	2010;	Bell	2005).	
This	chapter	has	begun	with	an	overview	of	the	thesis	and	the	overarching	motivation	
of	 the	 study:	 climate	 change	mitigation.	 This	 is	 followed	 by	 the	 introduction	 of	 the	
debate	between	a	technical	and	a	behaviour-led	approach	to	reducing	emissions	and	
changing	behaviours	in	higher	education	institutions	(Section	1.1)	and	the	introduction	











Similarly,	 in	 the	 risk	 communication	 literature	 there	has	been	 a	move	 from	 the	 top-
down	 ‘information-deficit’	model	 to	 a	model	 that	 promotes	Habermas’s	 deliberative	
ideals	(Irwin	1995;	Bull	et	al.	2008;	Wynne	1996).	The	theories	of	public	engagement,	
deliberative	 democracy	 and	 citizen	 science	 have	 evolved	 out	 of	 theories	 of	 risk	
communication.	 Their	 grounding	hypothesis	 is	 that	by	engaging	 all	 those	 involved	 in	
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the	 specific	 issue	 the	 outcome	 of	 decision-making	 processes	 are	 better	 and	 more	
legitimate.	 They	 work	 from	 Habermas’s	 premise	 that	 participation	 is	 “interaction	
among	individuals	through	the	medium	of	language”	(Webler	1995,	p.40).	And	here	it	
is	 where	 the	 links	 with	 social	 media	 emerge	 and	 where	 this	 study	 proposes	 to	
investigate.	 Similarities	 between	 risk	 communication,	 public	 engagement	 and	 social	
media	theories	are	clear:	people	talking	and	working	together	can	generate	new	forms	
of	knowledge	and	contribute	to	more	effective	governance.	As	such,	people	can	be	a	
valuable	 source	 of	 knowledge	 and	wisdom	 and,	 if	 given	 the	 opportunity,	 capable	 of	
handling	complex	information	and	resolving	complex	problems.		
Big	claims	have	been	made	in	the	last	decade	for	social	media	to	be	a	drawing	force	for	




2010).	 Researchers	 recognised	 the	 possibility	 of	 new	 media	 to	 permit	 greater	
participation	 and	 to	 foster	 a	more	 egalitarian	 participatory	 form	of	 citizenship	 (Flew	
2008).	 Clay	 Shirky	 (2008)	 cites	 numerous	 examples	 of	 social	 media	 to	 connect	 and	
mobilize	 people	 for	 collective	 action.	 Increasingly,	 studies	 have	 been	 examining	 the	
potential	 of	 information	 technology	 and	 tools	 such	 as	 social	 media	 for	 behaviour	
change	 towards	 a	 pro-environmental	 model	 (Lehrer	 &	 Vasudev	 2010;	 Foster	 et	 al.	
2012;	Burrows	et	al.	2013;	Crowley	et	al.	2014).		
 1.2 Universities,	sustainability	and	the	public	good	
“Universities	 and	 colleges	 are	 widely	 recognised	 as	 leaders	 in	











Funding	 Council	 for	 England	 (HEFCE)	makes	 clear	 that	 the	 role	 of	 the	 sector	 in	 the	
journey	 to	 sustainability	 is	 two-fold:	 institutions	 are	 responsible	 for	 their	 own	
strategies	and	actions,	but	they	also	play	a	key	part	in	the	education	and	shaping	of	the	
future	generations.	Higher	education	institutions	have	the	ability	to	instil	the	values	of	
environmental	 protection	 in	 their	 graduates	 through	 teaching;	 as	 the	UN	Decade	 of	
Education	 for	 Sustainable	 Development	 (DESD)	 2005-2014	 states:	 “Universities	must	
function	as	places	of	research	and	learning	for	sustainable	development”	(Arima	et	al.	
2005,	 p.24).	 The	 UK’s	 sustainable	 development	 strategy	 emphasises	 the	 role	 that	
education	can	play	 in	both	raising	awareness	among	young	people	about	sustainable	








emission	 reduction	 targets	 (HEFCE	 2010).	 The	 importance	 of	 leading	 by	 example	 in	
promoting	pro-environmental	values	is	also	important	as	the	perception	of	inadequate	
action	 by	 local	 and	 national	 government	 is	 a	 substantial	 barrier	 to	 engage	 in	 pro-
environmental	 behaviour	 amongst	 UK	 citizens	 (Lorenzoni	 et	 al.	 2007a).	 People	 are	
reluctant	 to	 change	 their	 own	 behaviour	 when	 they	 feel	 others	 would	 not	 follow	
because	individual	actions	seem	to	not	have	enough	impact	in	relation	to	a	global	issue	







institutions.	 Two	 sets	 of	 bottom-up	 reduction	 were	 identified	 showing	 that	 in	 both	
scenarios	 a	 50%	 reduction	 was	 achievable	 through	 cost-effective	 measures	 (i.e.	














natural	 accessibility	 for	 the	 researcher	and	 its	highly	 interactive	 community	of	 social	
media	 users.	 Its	 interest	 in	 environmental	 and	 sustainability	 initiatives	 started	 with	
DMU’s	involvement	in	Leicester’s	successful	plan	to	become	the	first	environment	city	
in	 1991,	 followed	 by	 the	 establishment	 of	 the	 Institute	 of	 Energy	 and	 Sustainable	
Development	 (where	 the	 current	 study	was	 undertaken)	 in	 1994.	 A	 commitment	 to	
sustainable	development	is	embedded	in	the	University	Strategic	Framework:		
We	 acknowledge	 our	 responsibility	 to	 cultivate	 sustainable	
working	 and	 learning	 environments	 that	 embody	 and	 promote	
equality	 of	 opportunity	 amongst	 communities,	 both	 within	 and	
outside	the	university.	(DMU	2015,	p.5)	
A	 comprehensive	 range	 of	 activities	 have	 been	 undertaken	 under	 the	 themes	 of	
research,	 teaching,	 estates	 management,	 community	 engagement	 and	 health	 and	
well-being	to	achieve	better	environmental	performances	(DMU	2011).	As	part	of	this,	
in	2011	the	sustainability	team	at	DMU	decided	to	trial	using	social	media	as	a	tool	for	
engaging	 staff	 and	 students.	Having	 started	with	 an	ad	hoc	 approach	 to	using	 social	
media,	in	the	autumn	of	2012	the	team	decided	to	implement	a	specific	campaign	to	
engage	staff	and	students	 in	environmental	 initiatives	 through	social	media,	which	 is	
where	the	present	research	comes	into	being.		
The	 study	 proposes	 to	 explore	 the	 use	 of	 social	 media	 (in	 particular	 Twitter	 and	
Facebook)	to	enhance	the	environmental	citizenship	of	staff	and	students	from	DMU.	
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Hence,	 a	 social	 media	 campaign	 was	 designed	 for	 the	 intervention	 stage	 of	 the	
research	 (details	 of	 the	 proposed	 methodology	 and	 the	 theoretical	 background	 are	
discussed	 in	Chapter	4).	 This	 campaign	was	not	 an	 information-based	 campaign,	but	
aspired	 principally	 at	 creating	 conversations	 with	 the	 aim	 of	 analysing	 them	 and	 of	
drawing	 insights	 on	 the	 fairness,	 competence	 and	 social	 learning	 reached	 by	 social	
media	 conversations,	 supposedly	 different	 from	 face-to-face.	 The	 intervention	 was	
implemented	 as	 an	 action	 research	 approach,	 as	 the	 intention	 was	 not	 solely	 to	
observe	 participants	 (through	 the	 medium	 of	 social	 media),	 but	 also	 to	 stimulate	
change.	Hence,	the	researcher	was	introduced	to	the	Sustainability	Team	of	DMU	and	
invited	to	collaborate	with	them	during	the	8	weeks	 intervention	period	to	stimulate	
effective	discussions	about	 important	 issues	 concerning	 the	university.	Working	with	
the	 ‘experts’	 and	 their	 collaboration	 was	 crucial	 for	 this	 research	 as	 they	 are	 the	
people	that	have	a	good	understanding	and	knowledge	about	the	relevant	and	urgent	
problems	 in	 DMU	 to	 be	 tackled.	 Listening	 about	 the	 issues	 that	 participants	 cared	
about	and	the	changes	they	wanted	to	conduct	for	DMU	was	also	important.	However,	
it	 added	 some	 constraints	 in	 the	 way	 the	 social	 media	 accounts	 needed	 to	 be	
managed,	the	tone	and	 language	used	 in	conversations,	 the	difficulty	of	dealing	with	
conflicting	issues	and	the	impossibility	of	opening	the	deliberative	process	to	practical	
and	 relevant	 issues,	 as	 the	 institution	 preferred	 to	 maintain	 the	 process	 to	 a	
theoretical	level.	
During	 the	 8	 weeks	 of	 intervention,	 the	 campaign	 and	 the	 Facebook	 and	 Twitter	
account	 were	 primarily	 managed	 by	 the	 researcher	 in	 the	 first	 person,	 who	 was	
responsible	for	the	vast	majority	of	tweets	and	posts	on	Facebook	and	for	all	the	blog	
posts.	As	explained	more	thoroughly	in	Chapter	4,	activity	on	the	accounts	was	rather	
intense	 and	 time	 consuming	 and	 the	 researcher	 was	 immersed	 in	 it	 for	 the	 whole	
intervention	with	the	outcome	of	being	accustomed	to	many	participants	and	of	being	






























2.	 To	map	 the	 rise	 and	 development	 of	 digital	 technologies	 and	 social	 Chapter	2.	Background	





3.	 To	 create	 and	 test	 a	 methodology	 for	 the	 analysis	 of	 social	 media	

























intervention	 with	 particular	 attention	 of	 organisations	 and	 the	 non-domestic	
environment.	 Moreover,	 it	 analyses	 the	 public	 engagement	 literature	 and	 the	 links	
with	the	environmental	citizenship	theory.	The	second	section	of	the	chapter	analyses	
the	 use	 of	 social	 media	 as	 a	 tool	 for	 public	 engagement	 and	 reviews	 the	 different	
theories	 about	 the	 use	 of	 social	media	 for	 increasing	 participation	 in	 contemporary	
society.	
Chapter	Four.	Research	methodology		
The	 chapter	 explores	 the	 philosophical	 approach	 of	 the	 research	 and	 explains	 the	





Hence,	 it	 contains	 the	 description	 of	 the	 design	 and	 implementation	 of	 the	
intervention	 and	 of	 the	mixed	methods	 used	 for	 the	 evaluation.	 It	 also	 defines	 the	
approach	taken	for	data	processing	and	analysis.		




chapter	 is	 critical	 as	 it	 reflects	 on	 the	 available	 social	 media	 marketing	 tools	 for	
evaluating	online	 interventions	and	 it	defines	 their	 contribution	 to	 the	debate	about	
the	impact	of	social	media	for	pro-environmental	behaviour-change.		
Chapter	Six.	Results:	Fairness	and	competence	on	social	media	





impact	 of	 the	 intervention.	 It	 tests	 the	 power	 of	 discourse-based	 social	 media	 as	 a	
possible	route	for	social	learning	and	environmental	citizenship.	It	also	investigates	the	
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The	 term	 Web	 2.0	 is	 currently	 associated	 with	 web-applications	 that	 facilitate	
participatory	 information	 sharing	 and	 collaboration	 on	 the	Web	 (Sharma	 2009).	 The	
term	was	 first	used	 in	2004	to	describe	how	software	developers	and	ordinary	users	
were	 using	 the	 Internet:	 decentralisation,	 user-focused,	 and	 user-led	 (O`Neill	 &	
Boykoff	2011).	Web	2.0	sites	allow	users	to	interact	and	collaborate	with	each	other	as	
creators	of	content.	 In	contrast,	the	top-down	and	expert-led	Web	1.0	model	viewed	
users	 as	 consumers	whose	 activities	were	 limited	 to	 the	 passive	 viewing	 of	 content	
that	 was	 created	 for	 them	 (Kaplan	 &	 Haenlein	 2010).	 The	 motivation	 for	 Web	 2.0	
growth	comes	from	its	unique	ability	of	linking	together	people,	power	and	knowledge	
(Kulathuramaiyer	&	Maurer	2015).		
From	 the	 late	 1990s	 onwards,	 Blogger	 (1999),	 Wikipedia	 (2001),	 Facebook	 (2004),	
Flickr	 (2004),	 YouTube	 (2005),	 Twitter	 (2006)	 and	 a	 wide	 array	 of	 other	 platforms	
started	 to	offer	online	 tools	 that	made	possible	 for	masses	of	users	 to	participate	 in	
content	 creation	on	 social	 networks,	blogs,	wikis,	 and	media	 sharing	 sites	 (Van	Dijck	
2013).	As	Lev	Grossman	explained:	“It's	a	story	about	community	and	collaboration	on	
a	scale	never	seen	before.	It's	about	the	cosmic	compendium	of	knowledge	Wikipedia	
and	 the	 million-channel	 people's	 network	 YouTube	 and	 the	 online	 metropolis	
MySpace.”	(Grossman	2006).		





Devised	 on	 the	 principles	 of	Web	 2.0	 –	 user-generated	 content	 and	 collaboration	 –	
these	 sites	 have	 witnessed	 incredible	 success	 and	 popularity.	 Social	 media	 is	 not	 a	
homogenous	 term	 though;	 different	 scholars	 have	 tried	 to	 distinguish	 the	 different	
types	and	groups	of	social	media	(Van	Dijck	2013;	Kaplan	&	Haenlein	2010):	
1. Social	 networking	 site,	 also	 called	 social	 media,	 e.g.	 Facebook,	 Twitter,	
LinkedIn,	 Google+;	 these	 applications	 enable	 users	 to	 create	 personal	
profiles,	 connect	with	 friends	 and	 colleagues	 and	 send	messages.	 Profiles	
can	include	any	type	of	information,	such	as	videos,	photos,	blog	posts.	The	
largest	social	network	is	Facebook	(Shannon	Greenwood	et	al.	2016),	which	
is	 very	 popular	 especially	 among	 older	 Internet	 users.	 Today	 these	
applications	 are	 also	 heavily	 used	 by	 companies	 aiming	 to	 create	 brand	
communities	 or	 for	 marketing	 research,	 but	 also	 by	 associations	 and	
institutions.	
2. Collaborative	 projects	 which	 allow	 for	 individuals	 to	 contribute	 to	 the	
content	of	sites	or	which	enables	the	collection	and	rating	of	links	or	media	
content;	examples	are	Wikipedia	and	Pinterest.	The	underlying	idea	is	that	
the	 joint	 effort	 of	 different	 actors	will	 lead	 to	 a	 better	 outcome	 that	 any	
individual	contribution	could	achieve.	












Social	 media	 are,	 however,	 a	 very	 dynamic	 object,	 rather	 than	 being	 a	 finished	
product.	In	fact,	they	are	continuously	tweaked	in	response	to	their	users’	needs	and	
also	in	reaction	to	their	competing	platforms	(s	it	is	visible	in	the	changes	implemented	
in	 the	 last	 year	by	 Instagram	to	beat	 its	 rival	 Snapchat)	and	 larger	 technological	and	
economic	infrastructure	(Van	Dijck	2013).		
 2.1.2 A	definition	of	Social	Media	
There	 are	 different	 definitions	 of	 social	 media:	 Boyd	 defined	 them	 as	 “web-based	




that	 social	media	 are	 “the	 set	 of	web-based	 broadcast	 technologies	 that	 enable	 the	
democratization	 of	 content,	 giving	 people	 the	 ability	 to	 emerge	 from	 consumers	 of	
content	to	publishers”;	Crowley	et	al.	(2014,	p.	384)	instead	define	them	as	“any	web	
based	service	 that	acts	as	a	mean	of	 interaction	among	people	 in	which	 they	create,	




media	are	defined	by	 four	main	 characteristics:	user-generated	 content,	 community,	
rapid	distribution	and	an	open	two-way	dialogue.	
Although	they	are	a	relatively	recent	phenomenon	there	is	a	large	number	of	different	
social	 media	 sites	 that	 meet	 the	 previous	 definition,	 such	 as	 Facebook,	 Twitter,	
Google+.	These	platforms	are	quite	consistent	about	their	technological	features,	but	
diverse	 for	 the	 cultures	 that	 emerge	 from	 them.	 Most	 of	 them	 support	 the	
maintenance	of	pre-existing	social	networks,	but	others	help	strangers	connect	based	
on	 shared	 interests.	 Since	 their	 introduction,	 social	 media	 platforms	 have	 attracted	




To	 date	 Facebook	 accounts	 for	 1,9	 billion	 active	 users,	 Instagram	 for	 600	 millions,	
Twitter	for	319	millions,	Google+	for	400	million	(Statista	2017a).	According	to	the	Pew	




(Carlson	2010).	 In	September	2005	 it	was	expanded	to	 include	people	outside	of	 the	




are	 Internet	 users	 and	 79%	 of	 online	 adults	 visit	 social	 media	 sites	 (Shannon	
Greenwood	 et	 al.	 2016).	 Figure	 2	 shows	 the	 percentage	 of	 American	 Internet	 users	














The	 rise	 of	 social	 media	 indicates	 a	 shift	 in	 the	 organisation	 of	 online	 communities	
from	 websites	 dedicated	 purely	 to	 communities	 of	 interest	 to	 social	 media	 sites	





website	 that	 uses	 a	 ‘social’	 or	 ‘web	 2.0’	 philosophy	 lets	 users	 participate	 in	
conversations	 that	 are	multidirectional,	 transforming	 information	 into	 an	 interactive	
dialogue.	A	continuous	stream	of	communication—associative	ideas,	tastes,	interests,	




is	 gradually	 becoming	 a	 new	 communication	 space	 (van	Dijck	 2012;	Dahlgren	2013).	
Social	 media	 have	 an	 important	 role	 in	 supporting	 participation	 through	 linking	
participants.	Social	media	help	people	to	socialise	with	users	with	similar	interests	and	
concerns	 and	 can	 shape	 users’	 beliefs	 (Boyd	&	 Ellison	 2007).	 In	 the	 initial	 stages	 of	
social	 media,	 the	 question	 arose	 whether	 this	 new	 form	 of	 mediated	 sociality	
represented	a	new	kind	of	public	sphere.	Terms	such	as	participation,	democracy	and	
collectivity	tacitly	borrowed	Habermas’s	ideal	of	political	communication	and	enabled	
commentators	 to	claim	the	value	of	 these	 tools	as	new	carriers	of	 the	public	 sphere	
(van	 Dijck	 2012).	 However,	 discourse	 and	 communication	 on	 social	 media	 are	 very	





The	 ‘link	 mechanism’	 is	 one	 of	 the	 most	 powerful	 mechanisms	 of	 social	 networks.	
Social	 websites	 link	 together	 people,	 members,	 events,	 pages	 and	 groups.	 This	








Williams	 2008;	 Bruns	 2008).	 They	 argued	 that	 the	 technological	 potential	 of	 the	








collective	 opinions	 can	 be	 formed	 (Fuchs	 2012).	 Ironically,	 they	 may	 exclude	
individuals	from	taking	part	in	real	collective	actions	but	convert	political	engagement	




the	use	of	 social	media	did	not	aid	 in	overcoming	political	divisions	 (Duvanova	et	al.	
2015).	 It	 is	 in	 fact	 difficult	 for	 Twitter	 users	 to	 be	 exposed	 to	 ideas	 from	a	different	




Descriptions	 of	 social	media,	 especially	 of	 the	microblogging	 social	 network	 Twitter,	
often	imply	that	they	are	a	form	of	discourse	or	conversation	that	involves	some	form	
of	 ‘conversational	 exchange’	 (Zappavigna	2014;	Honeycut	&	Herring	2009;	Wikström	
2015).	 It	 is	 described	 differently	 by	 different	 authors:	 Kate	 et	 al.	 (2010,	 p.242	 in	
(Zappavigna	2012))	describe	it	as	a	‘lightweight	chat’,	Zhao	&	Rosson	(2009,	p.251)	as	a	
‘prompting	opportunistic	conversation’,	Holotescu	&	Grosseck	(2009,	p.1)	as	‘a	specific	
social	 dialect,	 in	 which	 individual	 users	 are	 clearly	 singled	 out	 and	 engaged	 in	
conversations’	 and	 Ritter	 et	 al.	 (2010)	 as	 constituted	 by	 ‘dialogue	 acts’.	 On	 social	
media	it	is	also	possible	to	assist	to	a	commercialisation	of	conversations	(Zappavigna	
2012)	as	businesses	are	recommended	to	be	active	and	interact	with	users	where	they	
are	 already	 active	 and	 having	 conversations	 one	 with	 the	 other	 (Bradley	 2010;	
Tsimonis	&	Dimitriadis	2014).	In	this	way	microblogging	and	social	media	are	applied	to	













themselves	 in	 parallel	 with	 what	 happens	 with	 face-to-face	 conversations.	 The	
language	used	 in	 social	media,	especially	when	conversations	are	open	 to	 the	public	
(which	is	the	case	of	non-restricted	Twitter	profiles),	is	under	significant	interpersonal	
pressure	(Zappavigna	2012).	The	creation	of	interpersonal	meanings	is	what	constructs	
and	 supports	 communities	 on	 social	 media.	 Rheingold	 (1993,	 p.5)	 proposes	 that	
“virtual	 communities	 emerge	 from	 the	 Net	 when	 enough	 people	 carry	 on	 public	
discussions	 long	 enough,	 with	 sufficient	 human	 feelings,	 to	 form	 webs	 of	 personal	
relationships	in	cyberspace”.	
Reflecting	on	the	potential	of	discourse-based	social	media	of	creating	conversations	
and	 engagement,	 the	 parallels	 with	 public	 engagement	 theory	 emerges	 as	









information	 to	 achieve	many	 positive	 aspects;	 such	 as	 establishing	 new	 friendships,	












sensitive	 or	 dangerous	 issues	 (Herring	 et	 al.	 2002).	 Some	 authors,	 such	 as	 Coffey	&	
Woolworth	 (2004)	 have	 highlighted	 that	 anonymity	 can	 play	 a	 central	 role	 on	 social	
media	 in	 fighting	 discrimination.	 Anonymity	 has,	 for	 example,	 been	 used	 to	 obtain	
attention	for	minority	groups	through	the	expression	of	unpopular	views	(McKenna	&	
Bargh,	 1998).	 On	 the	 other	 hand,	 Internet	 anonymity	 appears	 to	 release	 inhibitions	
and	has	been	a	vehicle	for	harassment,	illegal	activity	and	hate	speech	(Ess	1996).	An	
example	 is	 the	 blogger	 known	 as	 “the	 Gay	 Girl	 in	 Damascus”	 who	 became	 a	 news	
source	 in	 the	 protests	 in	 Syria	 and	was	 subsequently	 found	 to	 be	 an	American	man	
living	 in	 Scotland	 (Addley	 2011).	 Anonymity	 can	 also	 encourage	 ‘trolling’,	 the	 uncivil	
use	 of	 social	media	 or	 other	 Internet-based	 forum	 to	 provoke,	 degrade	 and	 distract	
others	(Youmans	&	York	2012).	For	these	reasons,	Facebook	creators	argued	publicly	
for	 limiting	online	 anonymity	 as	 a	way	 to	prevent	 abuse	 (Zhuo	2015).	 Today	 in	 fact,	
Facebook’s	 terms	 of	 service	 require	 that	 “users	 provide	 their	 real	 names	 and	
information”.		
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Despite	 the	 security	 and	 privacy	 illusion	 of	 social	 media,	 these	 online	 fora	 can	 be	
accessed	 by	 hostile	 individuals	 (Herring	 et	 al.	 2002).	 Both	Google	 and	 Facebook,	 for	
example,	have	been	subject	to	debates	about	privacy.	31	millions	of	users	 initiated	a	
lawsuit	 action	 against	 Google	 after	 Google’s	 Buzz	 social	 networking	 service	 publicly	
revealed	 users’	 email	 contacts	 without	 permission	 (Grimmelmann	 2009).	 Also	
Facebook	was	very	slow	in	implementing	privacy	settings	and	sometimes	these	did	not	
work	 correctly	 (Debatin	 et	 al.	 2009).	 This	 is	 particularly	 important	 in	 case	 of	 citizen	
journalists	 and	 activists,	 as	 they	 lack	 the	 protection	 of	 institutional	 affiliation,	 when	
they	play	a	 role	 as	 information	gatherers	 in	 the	 context	of	 controversial	 events,	 e.g.	
the	Arab	uprising	(Rosenstiel	&	Mitchell	2012).	In	this	context,	being	able	to	operate	in	
condition	 of	 anonymity	 is	 often	 essential.	 But	 anonymity	 also	 goes	 against	 the	
commercial	interests	of	social	media	services;	Facebook,	Google	and	other	tool	collect	
valuable	consumer	data	and	as	such	are	interested	in	knowing	real	names.		
Today,	 the	habit	 for	each	 social	media	 service	 to	write	 their	own	code	of	practice	 is	








opportunistic	 and	 dangerous	 behaviours	 (McKnight	 et	 al.	 2002;	 2000);	 this	 is	 an	
essential	 condition	 for	 disclosing	 information,	 but	 its	 influence	 on	 self-disclosure	 is	
only	 indirect	 (Sicari	et	al.	2015;	Zimmer	2010).	People	with	higher	 levels	of	 trust	are	






disclose	 personal	 information	 explain	 that	 this	 is	 due	 to	 concerns	 related	 to	 privacy	
(rather	than	trust)	and	worries	about	the	control	they	have	over	the	information	they	
share	(ibid.).		
It	 has	been	disputed	 in	 the	 literature	 if	 social	media	have	 a	positive,	 negative	or	 no	
effect	 on	 trust.	 It	 is	 here	 outlined	what	 is	 said	 in	 the	 literature.	 Social	media	 has	 a	




a	positive	effect	on	 trust.	Monforti	&	Marichal	 (2014)	 for	 instance	 found	 that	digital	
skills	are	associated	with	higher	 level	of	generalized	 trust,	although	 this	was	 true	 for	
African-Americans,	but	not	for	Latinos	or	Anglo-Americans.	Liss	(2011)	investigates	the	
negotiation	 process	 of	 a	 natural	 gas	 deal	 with	 an	 energy	 company.	 Trust	 between	
parties	 is	 in	 this	 situation	 an	 essential	 element	 of	 the	 mediation.	 The	 Internet	 and	
social	media	 facilitated	 not	 only	 access	 to	 information	 by	 the	 creation	 of	 a	 website	
where	members	 could	 privately	 log-in	 and	 communicate	with	 each	 others,	 but	 also	
facilitated	 communication	 between	 the	 two	 parties.	 The	 use	 of	 Internet	 and	 social	
media	 were	 able	 to	 build	 trust,	 by	 enabling	 easy	 sharing	 of	 information	 and	




effect	on	 trust	 related	 to	 social	media	and	 Internet	use.	To	cite	one,	Uslaner	 (2004),	
using	data	 from	surveys	of	 the	Pew	Center	on	 Internet	and	 Internet	Use,	 found	 that	
Internet	 users	 tend	 to	 have	 a	 slightly	 wider	 social	 life,	 but	 since	 Internet	
communications	happens	between	users	that	are	usually	already	connected	in	real	life,	
Internet	users	tend	to	be	neither	less	nor	more	trusting	than	non-Internet	users.		




There	 is	not	a	better	place	to	understand	the	ubiquity	of	social	media	use	 in	 today’s	
society	 than	 at	 university.	 Considering	 the	 young	 audience	 in	 the	 HE	 setting,	 social	
media	are	no	more	noticeable	in	this	context	than	any	other.	Universities	have	in	the	
last	decade	 started	 to	embrace	 social	media	 and	 to	understand	 the	potential	 power	
and	 implications	 for	 using	 it	 as	 a	 component	 of	 their	 education	 and	 communication	
strategy	(Reuben	2009).		
Regarding	institutions	using	social	media,	it	has	soared	in	the	last	years.	Reuben	(2009)	
surveyed	 HE	 institutions	 in	 US	 and	 found	 that	 just	 over	 half	 of	 the	 universities	 and	
colleges	 had	 a	 Facebook	 or	 YouTube	 profile,	 whereas	 a	 similar	 survey	 conducted	 in	






social	 media	 for	 communication.	 When	 used	 at	 the	 institutional	 level,	 Twitter	 has	
indeed	 proved	 to	 be	 a	 successful	 tool	 to	 create	 live	 and	 up-to-date	 notifications	 for	
class	 commencement,	events,	 training	 sessions	 (Wilburn	2008)	as	well	as	emergency	
alerts	 (Swartzfager	2007).	 In	addition,	 some	admissions	offices	have	 started	 to	 show	
student	blogs	to	present	the	experiences	of	current	students	as	a	tool	for	recruitment	
(Harris	2008).		
Table	2	presents	 the	different	ways	 in	which	social	media	are	used	 in	 the	HE	sector.	
There	are	4	main	groups	of	actions	performed	by	 institutions	 through	 (or	 thanks	 to)	
social	media:	 (1)	Using	 social	media	 to	 support	 learning,	 (2)	 Supporting	 students,	 (3)	
















































































The	many	 activities	made	 possible	 by	 the	 Internet	 have	 changed	modern	 life;	 today	
our	 society	 has	 a	 strong	 online	 component	 with	 participation	 online	 taking	 many	
different	forms.	Most	Internet	use	is	related	to	consumption,	entertainment	and	social	
contacts,	 and	 only	 a	 small	 portion	 of	 use	 can	 be	 considered	 political	 participation	
(Dahlgren	 2011).	 According	 to	 Dahlgren	 (2011)	 the	 Internet	 has	 altered	 the	
infrastructure	 of	 the	 public	 sphere	 and	 contributed	 to	 a	 transformation	 of	
contemporary	 society	 through	 making	 a	 vast	 amount	 of	 information	 available	 and	
visible.	 He	 claims	 that	 the	 Internet	 has	 fostered	 decentralisation	 and	 diversity	 and	
facilitated	 interactivity	 and	 communication	 thus	 providing	 a	 seemingly	 limitless	
communicative	space	and	creating	the	premises	for	redefining	civic	engagement.			
Some	scholars	argue	that	this	new	world	of	information	has	a	positive	impact	not	only	
on	 personal	 development	 but	 also	 on	 the	 character	 of	 our	 civilization	 (Blaagaard	 &	
Chouliaraki	2014).	Applications	like	Facebook	and	Twitter	have	been	credited	to	having	
a	role	 in	numerous	moments	of	activism	and	social	movements.	Events	 like	Obama’s	
2008	election	victory	 (Zhang	et	al.	2009),	 the	Arab	Spring	 (Ghonim	2012),	 the	Libyan	
crisis	 (Morris	 2014),	 the	 #Occupy	movement	 (Juris	 2012),	 anti-austerity	movements,	




2016	election	 (CBSNews	2016).	 Shirky	 (2008)	 cites	numerous	examples	of	 the	use	of	
social	media	to	connect	and	mobilize	people	for	collective	action	such	as	the	ability	of	
people	 to	 self-organize	photographs	on	Flickr,	 contribute	 their	 knowledge	on	 shared	
documents	such	as	Wikipedia	and	engage	in	social	activism.	In	addition	to	this,	other	
research	have	found	that	certain	uses	of	social	media	can	contribute	to	building	trust	








tweeted	 and	 posted”	 (Bohdanova	 2014,	 p.136)	 on	 social	 media,	 many	 of	 the	
‘revolutions’	mentioned	before	have	actually	 failed;	the	political	status-quo	has	been	
restored	 in	Ukraine	 (Kurkov	2014),	authoritative	 regimes	have	 returned	 in	Egypt	and	
Libya	has	fallen	into	a	protracted	war.	This	is	because,	according	to	(Lynch	2011),	social	
media-based	 forms	 of	 political	 organisation	 “have	major	weaknesses	when	 the	 time	
comes	for	negotiating	the	terms	of	democratic	transition”	(ibid.,	p.302).	






Dijck	 2012).	 In	 addition	 to	 this,	 analytics	 over	 the	 type	 of	 content	 shared	 on	 social	
media	reveal	that	40%	of	Tweets	can	be	classified	as	‘pointless	babble’	(van	Dijck	2012)	
and	 participants	 appear	 to	 huddle	 together	 in	 like-minded	 communities	 of	 interest	
(Dahlberg	 2001b).	 Other	 voices	 also	 argue	 that	 the	 new	 world	 of	 Internet	 is	
undermining	 our	 capacity	 to	 think,	 read	 and	 remember	 (Carr	 2010)	 or	 that	 the	
participatory	 Web	 2.0	 is	 eroding	 our	 values,	 standards,	 creativity	 and	 cultural	
institutions	(Keen	2008).		
It	 would	 therefore	 be	 seen	 as	 an	 overstatement	 to	 say	 that	 “the	 Internet	 will	 save	
democracy	by	enhancing	democracy”	 (Dahlgren	2011,	p.17);	a	motivation	 for	deeper	
and	stronger	participation	cannot	be	reduced	to	the	presence	of	digital	media	per	se,	
as	 this	 increased	participation	needs	 to	 come	 from	other	 sources.	However,	 the	on-
going	 transformation	 of	media	 and	 the	 Internet	 is	 having	 a	 profound	 impact	 on	 the	
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dynamics	 of	 democracy	 and	 participation;	 new	media	 facilitate	 the	 precondition	 for	
participation	due	to	access	to	new	resources	that	can	foster	civic	engagement.		
Of	 course	 not	 all	 scholars	 agree	 with	 this	 view;	 whereas	 Diamond	 (2010)	 sees	 the	
Internet	as	primarily	a	‘liberation	technology’,	Morozov	(2011)	exposed	the	‘dark	side	
of	 Internet	 freedom’.	 It	 needs	 to	 be	 noted	 that	 online	 technologies	 had	 not	 been	
designed	 for	 thorough	 and	 elaborated	 critical	 discussion,	 which	 might	 fuel	 social	
learning	 and	 long	 term	 changes	 (Lewinski	 &	 Dima	 2012).	 As	 Rheingold	 (2002)	
underlines	 it	 is	 through	 an	 unintended	 use	 of	 online	 technologies	 that	 the	 Internet	
established	 its	 liberating	credentials.	The	 Internet	was	created	 from	a	secret	military	
project	 to	 secure	 efficient	 command	and	 control	 in	 case	of	 a	 nuclear	war.	 YouTube,	
Facebook	 and	 Twitter	 were	 instead	 developed	 as	 commercial	 platforms	 focused	 on	
entertainment	and	semi-personal	communication	(Lewinski	&	Dima	2012).	In	addition,	
other	 scholars	 question	 the	 ability	 of	 social	media	 to	 support	 critical	 thinking;	 being	
overwhelmed	 with	 information	 disturbs	 our	 cognitive	 power.	 This	 has	 the	
consequence	 of	 deteriorating	 our	 reflection	 powers	 which	 deters	 insightful	 thinking	
and	creative	work	(Carr	2010).	
The	notion	 that	on-line	 spaces	are	neutral	or	uncontested	has	also	been	exposed	as	
idealism	 (Castells	 2007;	 van	 Dijck	 2012).	 Mass	 self-communication	 spaces	 such	 as	
Twitter	 and	 Facebook,	 are	 still	 subject	 to	 power	 relations	 and	 self-interest.		
Governments,	corporate	interests	and	the	media	are	all	influencing	and	affecting	these	
on-line	public	spheres	in	ways	that	challenge	the	democratic	and	deliberative	nature	of	
the	 Internet.	 Critical	 theorist	 Jürgen	 Habermas’	 concepts	 of	 the	 public	 sphere	 and	
communicative	competence	have	been	explored	as	possible	interpretive	tools	for	the	
success	 or	 impact	 of	 social	 media	 (van	 Dijck	 2012;	 Dahlberg	 2001b).	 Similarly,	
Habermasian	ideals	have	been	utilized	within	the	risk	communication	literature	where	











suggest	 that	 this	 is	 not	 attributable	 to	 social	 media,	 as	 these	 were	 not	 the	 most	
important	source	of	news	of	the	election.	Even	the	fake	news	that	was	circulated	most	





The	 rise	 of	 user	 generated	 content	 has	 enabled	 pro-environmental	 views	 to	 effect	
mainstream	opinion	(Kalafatis	et	al.	1999;	Barber	et	al.	2009).	Social	media	and	blogs	
have	 created	 opportunities	 for	 bringing	 people	 closer	 to	 environmental	 issues	 and	
created	 deeper	 opportunities	 for	 environmental	 citizens	 to	 ask	 for	 change	 (Luck	 &	
Ginanti	 2013).	 Previous	 research	 into	 bloggers’	 activity	 around	 political	 participation	




have	 been	 embraced	 as	 a	 platform	 for	 communicating	 environmental	 citizenship	 by	
different	 stakeholders:	 private	 citizens	 institutions	 and	 companies.	 The	 interactive	
features	 of	 Web	 2.0	 are	 a	 useful	 tool	 for	 discussing	 citizenship	 activities,	 eliciting	
feedbacks,	engaging	audience	in	dialogue	and	monitoring	public	opinion	(Kent	&	Taylor	
1998;	Maignan	&	Ralston	2002).	Social	media	create	an	environmental	public	sphere	
where	 environmental	 issues	 are	 identified	 and	 discussed	 (Torgerson	 1999).	 Recent	
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research	 into	 consumers’	 environmental	 citizenship	 has	 confirmed	 that	 the	 virtual	
space	is	a	space	where	citizenship	can	be	individually	exercised	and	communities	can	
be	created	through	discussion	and	dialogue	(Rokka	&	Moisander	2009).	Environmental	
citizens	 are	 not	 attached	 to	 a	 specific	 location	 (Luck	 &	 Ginanti	 2013)	 and	 can	 be	
defined	 “location-less”,	 (Bell	 2005).	 Due	 to	 the	 ability	 of	 social	 media	 to	 connect	
people	with	similar	interests,	these	platforms	have	become	for	environmental	citizens	
the	 place	 to	 express	 environmental	 concerns	 and	 to	 discuss	 these	 concerns	 in	 a	
constructive	way	(Torgerson	1999).	
 2.4 Summary	of	the	Chapter	
It	 is	argued	 then	 that	 citizenship	 is	being	 re-defined	 through	a	wider	participation	 in	
digital	technologies	that	are	increasing	the	citizens’	sense	of	responsibility	(Mitchell	&	
Casalegno	 2009).	 As	 a	 result,	 citizens’	 activities	 become	 an	 expression	 of	 efficient	
political	 practices.	 Digital	 technologies	 are	 seemingly	 a	 liberating	 tool	 because	 they	
allow	 citizens	 to	 engage	 in	 more	 democratic	 actions	 and	 to	 participate	 in	 local	
governance.	 However,	 the	 level	 of	 control	 these	 technologies	 allow	 also	 suggest	 a	
restriction	 of	 citizens’	 freedom.	 In	 particular,	 global	 technology	 companies	 which	
provide	 these	 tools,	 such	 as	 IBM	 or	 Cisco,	 might	 not	 have	 the	 same	 liberating	






However,	 the	 gap	 between	 awareness	 and	 action	 replicates	 itself	 in	 the	 digital	
community,	 as	 people	 have	 the	 possibility	 to	 engage	 in	 conversation	 about	 the	







The	 broad	 research	 question	 then	 is	 to	 explore	 the	 purpose	 and	 effectiveness	 of	 a	
participatory	campaign	on	social	media	for	environmental	citizenship.	Before	outlining	
how	 this	 is	 conducted	 in	 more	 depth,	 via	 the	 research	 methodology,	 the	 relevant	
academic	literature	is	further	explored	in	Chapter	3.		








7. In	 section	 3.6,	 and	 3.7	 the	 different	 context	 of	 citizenship	 are	 discussed	
moving	from	environmental	to	digital	citizenship.	





to	 this	 complexity,	 it	 is	 beyond	 the	 scope	 of	 this	 review	 to	 present	 all	 models	
available.	 Instead	 the	 aim	 of	 the	 section	 is	 to	 provide	 a	 rationale	 for	 why	
environmental	citizenship	and	public	engagement	have	been	adopted	in	this	study.	
The	notion	of	sustainability	 is	problematic	because	 it	 is	context-specific;	 it	has	been	
used	 to	 describe	 an	 extensive	 range	 of	 activities	 and	 with	 multiple	 meanings	 for	
people	in	different	places.	Yet,	the	IUCN,	UNEP	and	WWF	(1991)	states	that	the	aim	
of	 sustainability	 is	 to	“improve	quality	of	human	 life	while	 living	within	 the	carrying	








Pro-environmental	 behaviours	 can	 be	 described	 as	 behaviours	 that	 deliberately	
pursue	 the	 reduction	 of	 the	 negative	 impact	 of	 humans’	 activities	 on	 the	 natural	
environment	(Stern	2000).	There	is	a	range	of	pro-environmental	behaviours	that	are	
the	 focus	 of	 behaviour	 change	 studies	 and	 programmes.	 They	 include:	 water	 and	
energy	conservation,	waste	management	and	recycling,	maintenance	and	promotion	
of	 biodiversity,	 transportation,	 healthy	 lifestyles.	 These	 behaviours	 can	 be	
implemented	at	the	 individual	 level	(COI/DEFRA	2007),	but	also	at	an	organisational	
level	 (schools,	 community	 groups	 and	 workplace)	 (Bartlett	 2011).	 Within	 an	
organisation,	 Ones	 and	 Dilchert	 (2012)	 describe	 employees	 pro-environmental	
behaviours	 as	 ‘scalable	 actions	 and	 behaviours	 that	 employees	 engage	 in	 or	 bring	
about	 that	 are	 linked	 with,	 and	 contribute	 to,	 environmental	 sustainability’.	 These	
behaviours	 are	 categorised	 as:	 working	 sustainably	 (e.g.	 creating	 sustainable	
processes	and	products),	avoiding	destruction	(e.g.	preventing	pollution),	conserving	
resources	 (e.g.	 reusing),	 motivating	 others	 (e.g.	 training	 and	 educating	 for	
sustainability)	and	taking	initiative.	
Stern	 (2000)	 states	 that	 environmentally	 significant	 behaviours	 can	 be	 defined	 by	
their	 impact	 on	 the	 environment.	 The	 impact	 is	 defined	 as	 the	 “extent	 to	which	 it	
changes	 the	 availability	 of	 materials	 or	 energy	 from	 the	 environment	 or	 alters	 the	
structure	and	dynamic	of	ecosystems	or	the	biosphere	itself”	(Stern	2000,	p.408).	For	
example,	changing	purchasing	behaviour	in	general	has	bigger	environmental	benefit	
than	 reusing	 or	 recycling	 (Gardner	 &	 Stern	 2008).	 Likewise,	 reducing	 car	 use	 or	





energy,	 people	 do”	 (Janda	 2011,	 p.17)	 is	 true,	 then	 the	 institution	 per	 se	 is	 not	
responsible	 for	having	an	 impact	on	 the	environment,	 but	 the	people	 that	use	and	
inhabit	 the	 institution	are	 responsible	 for	 its	overall	 impact	on	 the	environment.	 In	




half	 of	 the	 energy	 consumption	 across	 all	 sectors,	 while	 people	 in	 their	 roles	 as	
decision-makers	 in	 institutions	 account	 for	 the	 other	 half.	 From	 this	 perspective,	
people	are	responsible	for	the	entire	energy	use	in	a	building	or	organisation	(Janda	












important	 is	 the	 link	 between	 measures	 and	 behaviour	 and	 that	 technical	
interventions	alone	will	 have	a	 lower	 impact	 and	are	more	expensive	 if	 carried	out	
without	any	behaviour-change	programme.	Behaviour,	individually	and	collectively,	is	
therefore	 clearly	 important	 in	 the	 context	 of	 energy	 use	 and	 pro-environmental	




A	 range	of	 strategies	have	been	proposed	 for	 changing	behaviours,	which	 focus	on	
different	behavioural	determinants	(De	Young	1993;	Gardner	and	Stern	2008;	Jackson	





2003).	 In	 reviewing	 the	 different	 approaches	 a	 distinction	 can	 be	 drawn	 between	
antecedent	 and	 consequence	 strategies	 (Abrahamse	 et	 al.	 2005).	 Antecedent	
strategies	aim	at	changing	the	factors	that	happen	before	the	behaviour;	for	example	
they	 can	 inform	about	 choice	option	or	 raise	 awareness.	 Examples	 are	 information	
and	education	programmes,	prompting,	behaviour	commitments	and	environmental	
design.	Consequence	programs	aim	instead	at	changing	the	consequences	that	follow	
the	 behaviour;	 examples	 are	 rewards,	 feedback	 and	 penalties.	 Another	 distinction	
can	 be	 made	 between	 informational	 and	 structural	 strategies.	 Informational	
strategies	aim	at	changing	the	motivations,	perceptions,	norms	and	cognitions	of	the	




a	way	 to	 increase	 their	 awareness	 of	 environmental	 issues	 and	 the	 implications	 of	
their	behaviour	(Schultz	2002);	or	they	can	be	aimed	at	increasing	the	knowledge	of	
behavioural	alternatives	(Abrahamse	et	al.	2005).	 It	 is	assumed	that	new	knowledge	
may	 have	 the	 consequence	 of	 changing	 attitudes,	 which	 will	 affect	 behaviour	
(Burgess	et	al.	1998).	Although	this	approach	can	be	very	effective	when	motivation	
exists	and	knowledge	 is	 the	only	barrier	 (Fisher	&	 Irvine	2010),	overall	 studies	have	
shown	 that	 this	 approach	 has	 very	 little	 and	 sometimes	 no	 impact	 at	 all	 upon	




Second,	 persuasion	may	 be	 designed	 at	 strengthening	 people’s	 commitment	 to	 act	
pro-environmentally,	 influencing	 attitudes,	 and/or	 strengthening	 altruistic	 and	
ecological	 values.	 Commitment	 approaches	 have	 been	 shown	 to	 be	 successful	 to	
some	extent	 in	encouraging	pro-environmental	behaviour	change	(Abrahamse	et	al.	
2005;	 Schultz	 2000),	 similarly	 to	 individualised	 social	marketing	 strategies,	 in	which	
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information	 is	 personalized	 according	 to	 the	 requirements,	 desires	 and	 perceived	
barrier	of	different	segments	of	population	 (McKenzie-Mohr	2000;	Thogersen	2007;	
Peattie	 and	 Peattie	 2009;	 Corner	 and	 Randall	 2011).	 However,	 the	 social	 media	
marketing	 approach	 works	 at	 the	 individual	 level,	 but	 it	 is	 unclear	 if	 the	 targeted	




to	 be	 effective	 in	 supporting	 pro-environmental	 behaviour	 (Schultz	 et	 al.	 2007;	
Lehman	 &	 Geller	 2004).	 Informational	 strategies	 have	 been	 proven	 to	 be	 mainly	
effective	when	pro-environmental	behaviours	are	moderately	convenient	and	not	too	
costly	 (in	 terms	 of	 time,	 money,	 effort	 and/or	 social	 disapproval)	 or	 in	 situations	
when	 people	 do	 not	 face	 strong	 external	 limitations	 on	 behaviour.	 In	 addition,	
informational	 strategies	 can	 also	 be	 an	 important	 component	 in	 the	 application	 of	
structural	 strategies	 that	 foster	 individuals	 to	 change	 their	 behaviour.	 For	 example,	
public	 support	 for	 structural	 strategies	 may	 be	 amplified	 by	 educating	 individuals	
about	the	necessity	for	the	process	and	the	possible	consequences	of	such	strategies	
(Steg	&	Vlek	2009).	However,	besides	presenting	 information	to	people,	 it	 is	mostly	
important	 to	 listen	 and	 engage	 the	 public	 when	 creating	 and	 implementing	




changes	 in	 the	external	 conditions	may	be	needed	 to	 increase	 the	opportunities	of	
individuals	 to	 behave	 pro-environmentally	 and	 to	 render	 pro-environmental	
behaviour	 choice	 more	 attractive	 (Thøgersen	 &	 Ölander	 2003;	 Crompton	 &	
Thøgersen	 2009;	 Stern	 1999).	 As	 such	 structural	 strategies	 aim	 at	 changing	 the	
context	in	which	behaviours	occur,	but	might	also	have	the	indirect	effect	of	changing	












11. Tax	 and	 incentives	 systems	 can	 be	 implemented	 with	 the	 aim	 of	
decreasing	the	price	of	pro-environmental	behaviours	and/or	of	increasing	
the	 cost	 of	 non-environmental	 alternatives	 (Frey	&	 Stutzer	 2006).	 There	




12. The	 shared	 social	 practices	 in	 which	 behaviour	 occurs	 can	 be	 altered	
(Shove	 2010);	 in	 this	 approach	 behaviours	 are	 considered	 to	 be	 the	
observable	expression	of	 social	phenomenon,	 rather	 than	 the	expression	










expected	 that	 people	 will	 return	 to	 their	 previous	 behaviour	 (Dobson	 2003).	
Secondly,	it	is	argued	that	the	environment	and	the	natural	world	have	rights	of	their	
62	 Can	 environmental	 citizenship	 be	 enhanced	 through	 social	 media?	 A	 case	 study	 of	
engagement	in	a	UK	University	
	
own	 and	 belong	 to	 the	 next	 generations	 as	 well	 as	 the	 present;	 as	 such	 today`s	
society	 does	 not	 have	 the	 right	 to	 establish	 a	 system	 of	 price	 for	 the	 use	 of	 the	
environment	(Naess	&	Kumar	1992).	




decision-making	 processes	 that	 are	 flexible	 to	 the	 changing	 circumstances	 and	
embrace	 different	 knowledge	 and	 values.	 Since	 the	 1960s,	 public	 awareness	 of	
environmental	 hazards	 has	 grown	 and	 communities	 have	 started	 demanding	
explanations	of	the	risks	present	in	their	region	and	what	will	be	done.	Increasingly,	
communities	 are	 no	 longer	 satisfied	 to	 leave	 decisions	 about	 the	 environment	 and	
their	health	to	the	government	and	scientific	experts.	To	resolve	this,	participation	is	
increasingly	being	embedded	 into	environmental	decision-making,	 from	the	 local	 to	
the	international	scale	(Stringer	et	al.	2007),	for	example	in	urban	planning	and	policy	
formulations.		
According	 to	Habermas,	 participation	 can	 offer	 a	 solution	 to	 social	 risk	 conflicts	 by	
creating	 consensus	 among	 responsible	 citizens	 thanks	 to	 communicative	 rationality	
and	 reasoning	 (Habermas	 1984;	 Habermas	 1987).	 In	 addition	 to	 these	 normative	
arguments	in	support	of	participation,	many	instrumental	reasons	have	been	claimed	
for	 participation:	 the	 establishment	 of	 a	 new	 relationship	 between	 expert	 and	 lay	
comprehending	 about	 a	 topic	 (Petts	 2006).;	 making	 specialised	 knowledge	 widely	
understandable	and	translating	concrete	and	everyday	problems	and	concers	into	an	
expert	 dialogue;	 the	 appreciation	 of	 the	 experience	 of	 laypeople,	 expecially	 in	 the	














process,	 but	 only	 to	 ‘educate’	 or	 ‘cure’	 them	 and	 to	 secure	 people`s	 support	 for	
future	planning	(Few	et	al.	2006).	The	third	and	fourth	rungs	are	levels	of	tokenism,	
because	 they	 let	 the	public	 have	a	 voice	 and	 listen,	 but	 they	do	not	 give	 them	 the	
power	and	the	certainity	to	be	heard	by	the	power-holders.	Placation	too	is	a	rank	of	
tokenism,	because	the	lay	public	to	have	the	right	to	give	advices	in	the	process,	but	
the	 power-holders	 mantain	 the	 privilege	 to	 make	 decisions.	 Beyond	 these	 levels	
participation	 is	 finally	 real.	 Partnership	 enables	 the	 public	 to	 negotiate	 with	
established	 authority-holders.	 The	Delegate	 Power	 means	 that	 lay	 citizens	 have	 at	
least	some	seats	in	the	decision-making	process	and	authentic	power.	In	the	last	rung	
are	considered	processes	of	Citizen	Control,	such	as	for	a	school	or	a	neighborhood.	In	
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Grounded	 in	 Habermasian	 theories	 of	 the	 `ideal	 speech	 situation`	 and	 of	
communicative	 competence,	 the	 three	 theoretical	principles	 for	public	 engagement	
are	 fairness,	 competence	 and	 social	 learning	 (Webler	 et	 al.	 1995).	 Competence	 is	
increased	 if	 local	and	 lay	expertise	 is	 involved	 in	the	process	and	when	professional	










in	 the	 decision-making	 process.	 For	 example,	 participants	 should	 have	 equal	















With	 social	 learning	 it	 is	 intended	 that	 the	 process	 enables	 participants	 to	 develop	
new	 knowledge	 and	 in	 which	 they	 learn	 to	 perceive	 their	 personal	 concerns	 in	
relation	with	the	collective	ones.	There	are	two	the	main	components	of	this	process:	
`cognitive	 enhancement`	 and	 `moral	 development`.	 The	 first	 term	 refers	 to	 an	
increase	 in	knowledge	 for	all	 the	 involved	parties.	The	second	refers	 to	 the	process	
through	which	participants	become	more	competent	to	make	evaluation	about	what	
is	right	and	what	is	not.		
 3.4.2 Relationship	 between	 expert	 and	 lay	 knowledge	 in	 a	 public	 engagement	
process		
Traditionally	 knowledge	 flows	 from	 the	 scientists	 to	 the	 public.	 However,	
communication	 is	 not	 only	 a	 simple	 process	 of	 transferring	 knowledge,	 but	 also	 an	
on-going	and	bidirectional	process	of	learning.		
The	 difference	 between	 expert	 and	 lay	 knowledge	 is	 that	 the	 former	 one	 is	
considered	to	be	scientifically-based,	hence	demonstrable	and	tested,	whereas	public	
knowledge	 is	 based	 on	 common	 sense	 and	 therefore	 it	 is	 considered	 to	 be	
hypothetical	 (Petts	&	Brooks	2006).	Moreover	 expert	 knowledge	 is	 institutionalised	
and	usually	subject	to	peer-scrutiny,	whereas	lay	knowledge	is	collective	and	casually	
and	naturally	distributed	among	parties	and	communities	(Irwin	et	al.	1999).	Sovacool	
(2014)	 for	 example	 notes	 that	 non-experts	 are	 often	 more	 attuned	 to	 the	 ethical	
issues	of	a	situation.	
In	 the	 context	 of	 risk	 management,	 it	 is	 fundamental	 that	 experts	 provide	 their	
technical	expertise,	with	particular	attention	on	focusing	on	the	uncertainties	and	on	
the	different	 perspectives.	 In	 the	 context	 of	waste	management,	 for	 example,	 zero	
risk	 cannot	 be	 achieved	 and	 several	 uncertainties	 exist;	 therefore	 it	 is	 central	 to	
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create	 a	 relationship	 of	 trust	 between	 lay	 people	 and	 policy	 makers	 and	 experts	
through	the	establishment	of	an	open	debate.		
In	 the	next	 section,	an	 in-depth	 look	at	 the	characteristics	of	 social	 learning	will	be	
given.	
 3.5 Social	learning	
Social	 learning	 is	 considered	 to	 be	 the	 third	 component	 of	 public	 engagement,	 but	
also	 an	 important	 outcome	of	 a	 participatory	 process	 (Bull	 et	 al.	 2008;	 Petts	 2001;	
Petts	2006;	Webler	et	al.	1995;	Tippett	et	al.	2005).	What	is	key	is	that	learning	that	is	
created	within	the	process	extends	beyond	the	length	of	the	engagement.	With	social	
learning	 it	 is	 intended	 the	 process	 in	 which	 participants	 not	 only	 achieve	 new	




societies	 can	 learn	 to	 change	 to	 adapt	 and	 mitigate	 the	 effect	 of	 health	 and	
environmental	 problems	 (Habermas	 1979	 in	 Webler	 et	 al.	 1995).	 Bandura	 also	
investigated	how	the	learning	process	in	individuals	is	dependent	on	social	interaction	
(Bandura	1971;	Bandura	1986;	Bandura	1991).	
In	 addition,	 the	 process	 of	 social	 learning	 happens	within	 the	 participation	 process	
group	 but	 can	 also	 expand	 beyond	 it;	 as	 Bull	 et	 al.	 (2008)	 observed,	 “for	 some,	
participation	 has	 gone	 on	 to	 affect	 their	 social	 networks,	 colleagues	 and	
neighbourhoods”	 (Bull	 et	 al.	 2008,	 p.712).	 The	 success	 of	 a	 participatory	 process	
depends	also	on	what	 the	people	outside	 the	process	 in	 the	 interested	 community	
perceive,	 because	 not	 all	 the	 concerned	 parties	 can	 be	 personally	 involved	 in	 the	
process	 (Webler	 et	 al.	 1995).	 Evaluating	 the	 impact	 and	 trace	 of	 the	 complex	







Participation	 may	 be	 essential	 to	 encourage	 social	 learning,	 because	 it	 is	 in	 the	
interaction	of	different	parties	that	social	learning	occurs	(Tippett	et	al.	2005).	Social	
learning,	 however,	 is	 not	 a	 certain	 and	 automatic	 result	 of	 the	 process.	 Providing	
sufficient	time	and	resources,	fostering	interaction	between	stakeholders,	supporting	
transparent	 communication,	 and	 building	 an	 environment	 of	 trust,	 transparency,	
respect,	and	openness	are	key	factors	that	support	social	learning	(ibid.).		
Learning	 can	 be	 instrumental,	 which	 is	 the	 acquisition	 of	 new	 knowledge	 or	 skills,	
communicative,	 when	 new	 knowledge	 is	 acquired	 through	 communication	 with	
others	and	transformative,	where	the	examination	of	knowledge	leads	to	a	change	in	
attitudes,	social	norms	or	behaviours.	For	social	learning	to	occur	therefore,	a	change	
in	 understanding	 must	 be	 demonstrated	 by	 the	 individuals	 involved	 (Reed	 et	 al.	
2010).		
 3.5.2 Learning	within	communities	and	organizations	
Learning	 is	 not	 confined	 to	 individuals	 though,	 but	 also	 organizations	 (White	 et	 al.	
2005).	The	type	of	learning	is	different:	whereas	individuals	acquire	knowledge	in	the	
form	of	concepts	and	ideas,	organizations	and	communities	 learn	routines,	dialogue	
and	 symbols	 (Blackler	 1995).	 This	 literature	 argues	 that	 communities	 develop	 a	
shared	 perspective	 of	 the	 world,	 also	 called	 “group-thinking”	 (Janis	 1989),	 and	 it	
supports	 the	 idea	 that	 collective	 learning	 can	 achieve	 better	 results	 than	 the	
aggregation	of	individual	learning	(Wals	2007;	Armitage	et	al.	2008),	as	demonstrated	
by	 studies	 of	 organizational	 learning	 and	 of	 the	 “wisdom	 of	 crowds”	 (Surowiecki	
2005).	 Social	 learning	 theory	 and	 practice	 have	 been	 applied	 to	 the	 concept	 of	
learning	 citizenship,	 starting	 with	 the	 idea	 that	 citizenship	 can	 be	 better	 learned	
through	 positive	 experiences	 and	 active	 involvement	 in	 society	 rather	 than	 in	 a	
formal	curriculum	of	studies	(Wildemeersch	et	al.	1998;	Benn	2000).	To	be	considered	
social	 learning,	 the	process	must	exhibit	a	change	that	goes	beyond	 individuals	and	
small	groups,	but	it	is	situated	within	a	wider	community.	This	said,	it	is	difficult	that	
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groups	 composed	 by	 researchers	 can	 correspond	 to	 natural	 communities,	 so	 for	
social	 learning	 to	 occur,	 the	 ideas	 and	 attitudes	 learned	 during	 the	 participatory	
process	 must	 diffuse	 outside	 the	 interested	 group	 to	 the	 wider	 communities	
participants	are	member	of	(Reed	et	al.	2010).	
 3.5.3 Learning	through	social	interaction	
Social	 interaction	 is	key	to	the	development	and	achievement	of	social	 learning	and	
change.	 For	 example,	 a	 mass	 media	 campaign	 can	 be	 considered	 successful	 in	
achieving	a	societal	change	through	social	 learning	only	 if	 the	message	spread	from	
one	 person	 to	 the	 other	 through	 their	 social	 networks.	 The	 social	 networks	 of	 a	
person	 can	 strongly	 influence	 his	 opinions	 and	 views	 regarding	 an	 issue	 (Friedkin,	
2006;	 Hunter,	 Vizelberg,	 &	 Berenson,	 1991;	 G.	 F.	 Network,	 2012;	 Stevenson	 &	
Greenberg,	 2000;	 Winter,	 Prozesky,	 &	 Esler,	 2007	 in	 Reed	 et	 al.,	 2010).	 Influence	
within	social	networks	can	happen	on	a	one-to-one	basis,	or	it	can	be	the	result	of	a	
larger	 network	 in	 which	 actors	 are	 embedded	 (Coleman	 &	 Coleman,	 1994;	 Prell,	
Reed,	 Racin,	&	Hubacek,	 2010;	 in	 Reed	 et	 al.,	 2010).	 Learning	 can	 happen	 through	
two	 types	 of	 social	 interactions:	 (1)	 information	 transmissions,	 that	 is	 the	 simple	
learning	 of	 new	 facts	 and	 (2)	 deliberation,	 i.e.	 the	 genuine	 exchange	 of	 ideas	 and	
opinions	 during	 a	 conversation	 where	 perceptions	 and	 ideas	 change	 thanks	 to	
persuasion.	 Through	 this	 latter	 form	 of	 social	 interaction,	 which	 is	 grounded	 in	




Environmental	 citizenship	 is	 strongly	 characterised	 by	 the	 active	 participation	 of	
citizens	 in	 a	 transition	 towards	 sustainability.	 Demanding	 citizenship	 to	 reflect	 the	













For	example,	Seyfang	 (2006)	analysed	 the	 relationship	between	participating	 in	
local	 organic	 food	 networks,	 sustainable	 consumption,	 and	 environmental	
citizenship.	 She	discovered	 that	 the	 food	network	not	only	had	an	 influence	 in	
developing	better	 informed	and	educated	communities	around	food,	but	 it	was	
also	 able	 to	 nurture	 the	 ethics	 and	 values	 of	 environmental	 citizenship	 and	 to	





Volunteering	 and	 citizenship-based	 activities	 can	 be	 time	 consuming,	 as	 such	
according	to	Dobson	citizens	that	wish	to	be	engaged	in	such	activities	need	to	be	
supported.	For	example,	employers,	with	the	support	of	national	Governments,	




in	 Tbilisi	 in	 1977,	 three	 are	 the	main	 goals	 of	 environmental	 education:	 (1)	 To	
promote	 clear	 awareness	 and	 concern	 of	 economic,	 social,	 political	 and	
ecological	 interdependence	 in	 both	 rural	 and	 urban	 areas;	 (2)	 To	 grant	 every	
individual	 the	opportunities	 to	gain	 the	knowledge,	attitudes,	 commitment	and	
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financial	 power	 to	 protect	 the	 environment	 is	 the	 only	 solution	 to	 our	
environmental	 issues	 and	 this	 could	 be	 achieved	 through	 environmental	
education	 (Bell	 2004).	 Others	 instead	 question	 that	 environmental	 learning	
should	be	rather	active,	than	passive,	as	for	example	by	giving	more	opportunity	




A	successful	process	of	engagement	 is	predicated	on	an	 ideal	dialogue	between	 lay	
people	and	experts,	which	lead	to	a	process	of	learning	of	all	participants.	The	open	
question	 is	whether	 this	 process	 can	 lead	 to	 a	 long-term	 learning,	 and	not	 only	 be	
confined	to	the	public	engagement	process	in	itself	(Bull	et	al.	2008).	In	a	study	about	
the	 components	 of	 environmental	 citizenship	 Hawthorne	 &	 Alabaster	 (1999)	 show	
that	 although	 participation	 accounts	 for	 very	 little	 of	 the	 variation	 in	 behaviour,	
learning	through	participation	is	the	most	important	component	in	the	prediction	of	
pro-environmental	 behaviour	 (Hawthorne	 &	 Alabaster	 1999).	 As	 already	 cited,	






of	 citizenship	 individuals	 have	 civil,	 political,	 and	 social	 rights.	 In	 this	 vision	 the	
environment	 is	 simply	 conceived	 as	 a	 property	 (Bell	 2005).	 In	 contrast,	 for	 the	









more	 about	 the	 environment	 and	 to	 taking	 responsible	
environmental	 action.	 Environmental	 citizenship	 encourages	








Bell	 (2005)	 suggests	 that	environmental	citizenship	asks	people	 to	act	 in	a	different	
way	from	the	current	norm	for	the	sake	of	the	environment;	it	is	“an	attempt	to	make	
environmental	 conservation	 and	 sustainability	 an	 important	 duty	 of	 citizenship	 that	
citizens	all	over	the	world	should	be	aware	of”	(UNEP	2002).		
The	concept	of	environmental	citizenship	involves	looking	beyond	the	satisfaction	of	
immediate	 interests	 to	 the	 health	 and	 safety	 of	 the	 wider	 community,	 and	 being	
simultaneously	attentive	of	 the	needs	of	 future	generations	 (Barnett	et	al.	2005).	 It	
can	 be	 considered	 a	 way	 of	 promoting	 ecological	 sustainability	 and	 environmental	
justice,	 following	a	direction	 that	 is	opposed	 to	 the	current	dominant	model	within	
the	government	 (Dobson	2010).	 In	 this	model	 individuals	are	not	 solely	 consumers,	
but	 key	 players	 in	 the	 making	 of	 sustainable	 development	 (Hobson	 2002;	 Dobson	
2010).		
The	main	components	of	environmental	citizenship	are	(Barnett	et	al.	2005):		








core	 of	 environmental	 citizenship,	 as	 its	 first	 virtue	 and	 first	 duty	 (Luque	
2005).		
3. The	third	component	 is	collective	action,	which	 involves	 individuals	behaving	
as	 members	 of	 a	 public	 community,	 accepting	 collective	 responsibility	 for	
actions,	rather	than	acting	as	private	individuals	(Barnett	et	al.	2005).		
 3.6.3 A	ladder	of	environmental	citizenship	
An	 early	 definition	 of	 environmental	 citizens	 described	 them	 in	 the	 following	way:	
being	educated	about	environmental	issues,	having	awareness	and	concern	for	them,	
and	 showing	 to	 behave	 in	 an	 environmentally	 responsible	 way	 (Hawthorne	 &	
Alabaster	 1999).	 Bell	 (2005)	 notes	 that	 environmental	 citizens	 appear	 to	be	people	
who	 voluntarily	 decide	 to	 care	 for	 the	 environment.	 According	 to	 Irwin	 (2001)	
‘scientific	citizens’	are	citizens	who	are	scientifically	educated,	hence	environmental	




The	 environmental	 citizens’	 life	 might	 be	 somewhat	 diverse	 from	 the	 life	 of	 the	
average	citizen.	For	example,	they	will	“turn	off	the	tap	when	brushing	[his]	teeth	or	
washing	his	face’;	‘walk,	ride	[his]	bike,	carpool	or	use	public	transport	when	possible’;	
‘shop	 at	 second-hand	 stores	 and	 garage	 sales	 …	 instead	 of	 purchasing	 brand	 new	
items’;	 ‘help	 protect	 and	 conserve	 that	 part	 of	 the	 local	 ecosystem	 where	 …	 he	






Dobson	 identifies	 six	 main	 characteristics	 of	 the	 environmental	 citizens	 (Dobson,	
2010):		
1. The	 environmental	 citizen	 believes	 that	 environmental	 sustainability	 is	 a	
common	 good	which	 is	 not	 achievable	 if	 individuals	 pursue	 self-interest	
alone.		
The	environmental	citizen	understands	in	fact	that	what	it	is	good	for	him/her	as	an	
individual	 might	 not	 be	 good	 for	 society.	 The	 environment	 is	 understood	 as	 a	
‘common-pool	resource’	(Dobson	2010);	as	such	no	one	can	be	prohibited	from	using	
it;	however	 it	 is	a	 finite	resource.	The	 issue	 is	why	anyone	would	make	an	effort	 to	




2. Other-regarding	 motivations	 as	 well	 as	 self-interested	 ones	 move	 the	
environmental	citizen.	
“The	 citizen	 that	 sorts	 her	 garbage	 or	 that	 prefers	 ecological	
goods	 will	 often	 do	 this	 because	 she	 feels	 committed	 to	




status).	 People	 sometimes	 do	 good	 because	 they	 want	 to	 be	
virtuous“.		(Beckman	2001,	p.179)	
In	 contrast	 with	 the	 ‘rational-actor’	 model,	 environmental	 citizenship	 is	 operated	
following	what	Kollmuss	&	Agyeman	(2002	p.	244)	call	“models	of	altruism,	empathy,	
and	 pro-social	 behaviour”,	 where	 pro-social	 behaviour	 is	 defined	 as	 “voluntary	
intentional	behaviour	that	results	in	benefits	for	another”	(ibid.).	Moreover,	too	often	
individual	 behaviour	 is	 conditioned	 by	what	 others	 do.	 The	 reciprocity	 argument	 is	
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central	 in	 the	 ‘I	will	 if	 you	will’	 report	by	 the	Sustainable	Development	Commission	
(SDC	2006).	The	issue	is	that	citizens	might	not	feel	obligated	to	do	their	part	because	
they	 do	 not	 trust	 the	 government	 or	 other	 citizens	 to	 do	 the	 same.	 Instead	 the	
environmental	 citizen	 will	 say	 ‘I	 will,	 even	 if	 you	 won’t’	 (Dobson	 2010),	 voluntarily	
accepting	the	responsibility	of	acting	for	environmental	sustainability.		
3. The	 environmental	 citizen	 believes	 that	 other	 than	 techno-scientific	
knowledge,	 also	 ethical	 and	 moral	 knowledge	 are	 important	 in	 the	
perspective	of	pro-environmental	behaviour	change.	
Knowledge	 is	 a	 pre-requisite	 to	 action,	 as	 different	 studies	 have	 demonstrated	
(Borden	&	Schettino	1979;	Hines	et	al.	1987;	Bartiaux	2007)	but	it	is	not	sufficient	and	












of	 different	 duties.	 In	 environmental	 citizenship	 this	 relationship	 is	 partly	 different,	
because	more	than	the	vertical	relationship	between	the	citizens	and	the	state,	 it	 is	










Environmental	 citizens	 have	 duties	 and	 responsibilities	 that	 are	 international	 and	
intergenerational	(Dobson	2007);	this	is	due	to	the	fact	that	they	are	constantly	using	
resources	that	come	from	beyond	the	national	boundaries.	Environmental	citizenship	
is	 a	 cosmopolitan	 citizenship,	 therefore	 citizens	 identify	 with	 the	 whole	 humanity,	










the	 liberal	 citizen	 can	 endorse	 two	 kinds	 of	 private	 duties:	 first,	 private	 pro-
environmental	actions	may	be	 the	way	of	 stimulating	 just	arrangements	 (e.g.	being	
the	sign	to	government	that	there	is	popular	support	for	a	law);	second,	there	might	
be	 some	 private	 environmentally	 activities	 that	 a	 liberal	 state	 could	 not	 require	
citizens	to	do	by	law	but	could	proclaim	to	be	‘citizens’	duties’.	A	liberal	state	cannot	
in	fact	limit	the	freedom	of	its	citizens.		
Dobson	 instead	 argues	 that	 private	 activities	 have	 a	 heavy	 and	 real	 public	
consequences	on	the	environment	(Dobson	2010).	To	support	this	it	can	be	said	that	
private	houses	are	responsible	of	the	42%	of	UK	carbon	emissions	from	energy	use,	
for	 example	 (DEFRA	 2008).	Moreover,	 Dobson	 says	 that	many	 good	 environmental	
practices	and	habits	can	be	 learnt	at	home,	making	the	private	sphere	again	crucial	
for	environmental	citizenship	(Dobson	2010).		
76	 Can	 environmental	 citizenship	 be	 enhanced	 through	 social	 media?	 A	 case	 study	 of	
engagement	in	a	UK	University	
	
Following	 these	 characteristics	 a	 ladder	 of	 environmental	 citizenship	 has	 been	












and	 is	 human	 made	 (Horton	 2005;	 Wolf	 2011),	 however,	 there	 is	 still	 uncertainty	
about	the	reality	and	seriousness	of	climate	change	among	the	public.	Polls	of	public	
attitudes	 have	 documented	 an	 increase	 in	 the	 perceived	 uncertainty	 about	







is	 a	 correlation	between	being	 involved	 in	environmental,	humanitarian,	or	 cultural	
organisations	 and	 the	 willingness	 to	 act	 as	 a	 responsible	 citizen,	 therefore	 it	 is	
considered	 as	 the	 second	 level	 of	 engagement.	 Involvement	 is	 defined	 as	 an	
investment	of	either	time	or	money,	or	both.	This	criteria	is	based	on	the	Aristotelian	
belief	that	citizenship	is	about	political	activity	and	participation,	rather	than	a	passive	
reception	 of	 entitlement,	 as	 liberalism	 has	 established	 in	 recent	 decades	 (Dobson	
2010).		
The	third	rung	considers	 the	concern	 for	 the	effect	of	climate	change	and	 is	 tied	to	
the	 concept	 of	 justice.	 Having	 environmental	 concern	 is	 considered	 one	 of	 the	
primary	 characteristics	 of	 environmental	 citizens	 (Dobson	 2010;	 Hawthorne	 &	
Alabaster	1999).		
The	 fourth	 rung	 is	 the	 willingness	 to	 pay	 taxes	 for	 environmental	 purpose;	 this	 is	
connected	with	the	idea	that	environmental	citizens,	being	aware	of	the	inequality	in	
the	use	of	 space	and	 resources,	are	willing	 to	 compensate	 for	 this	even	 if	 it	 inflicts	
costs	on	 them.	And	 it	 is	 possible	 that	part	of	 this	 compensation	will	 be	 collectively	
organised	by	the	government	and	therefore	funded	by	taxes	(Jagers	2009).		
All	 these	 factors,	 however,	 do	 not	 causally	 determine	 pro-environmental	 action;	
people	might	be	aware	and	concerned	about	the	effect	of	climate	change,	might	be	
active	 citizens	 and	 happy	 to	 pay	 their	 part	 of	 environmental	 taxes,	 but	 still	 do	 not	





Taking	 an	holistic	 approach	 and	 seeing	 the	 interconnection	between	human	beings	
and	 the	 natural	 environment	 is	 seen	 as	 a	 higher	 degree	 of	 environmental	





distant	not	only	 in	space,	but	also	 in	time	(Dobson	2003,	p.82ff).	This	 is	 rooted	 in	a	
sense	of	interconnectedness	among	individuals	(Wolf	et	al.	2009).	
The	 highest	 rung	 is	 devoted	 to	 one	 of	 the	 purest	 act	 of	 citizenship	 (Dobson	 2007),	
which	is	nonetheless	often	neglected	in	modern	societies;	the	environmental	citizen	
is	 in	 fact	an	active	citizen	and	ask	 for	a	change	 in	policies	 for	environmental	 justice	
both	 through	 his	 activities	 offline	 and	 online.	 In	 the	 context	 of	 environmental	
citizenship,	 this	 often	 mean	 being	 an	 ‘activist’,	 that	 is,	 being	 active	 in	 asking	 for	
change.	 Activism	 has	 however	 taken	 different	 forms	 in	 recent	 years	 thanks	 to	 the	
Internet;	many	are	in	fact	the	websites	that	offer	the	possibility	to	sign	petitions	or	to	
send	 email	 to	 government	 officials.	 People	 have	 therefore	 turned	 into	 ‘cyber-
activists’1.	
 3.6.4 Environmental	citizenship	and	climate	change	
It	 is	 clear	 that	 a	 rationalistic	 approach	 to	 climate	 change	 has	 not	 worked	 (Dobson	
2007),	 therefore	 a	 different	 and	 ‘voluntarist’	 approach	 to	 change	 attitudes	 and	
behaviours	ought	to	be	explored.	And	this	different	approach	can	be	environmental	
citizenship,	according	to	different	researchers	(Jelin	2000;	Hayward	2000;	Wolf	et	al.	
2009;	 Dobson	 2010).	 However,	 what	 Dobson	 suggests	 is	 not	 to	 operate	
environmental	citizenship	as	a	 substitute	of	existing	 regulatory	and	 fiscal	measures,	
but	 as	 a	mean	 that	 is	 complementary	 (Dobson	 2010).	 The	 positive	 aspect	 of	 fiscal	
measures	is	the	rapidity	of	change	in	behaviour	they	can	promote,	as	demonstrated	
by	multiple	 studies	 (Collins	 et	 al.	 2003;	 Frey	 &	 Stutzer	 2006;	 Ockwell	 et	 al.	 2009).	
However,	because	most	citizens	respond	to	fiscal	prompts,	but	not	to	the	principles	















Public	engagement	principles	have	been	presented	 in	 the	previous	section;	 it	 is	 the	
interest	of	 the	present	 section	 to	understand	how	 relevant	 the	notion	of	 the	 ‘ideal	
speech	situation’	is	to	on-line	activity.	
Dahlberg	 (2001)	 has	 attempted	 to	 develop	 a	 similar	 set	 of	 requirements	 to	 assess	
deliberative	activity	in	on-line	forums	based	on	Habermas’	theory	of	communicative	
competence.	 Despite	 the	 fact	 that	 it	 is	 difficult	 to	 draw	 substantial	 conclusions,	
Dahlberg	concludes	optimistically,	that,	whilst	these	fora	are	still	reaching	a	minority	
audience,	if	carefully	managed	and	promoted,	they	do	have	a	future.	
This	 on-line	 revolution	 is	 also	 acknowledged	 by	 Krimsky	 (2007)	 who	 offers	 a	
cautionary	 account	 on	 the	 role	 of	 the	 Internet	 in	 risk	 communication	 in	 terms	 of	
determining	 truth	 claims	 on-line.	 Recognising	 the	 ‘information	 revolution’	 that	 has	
taken	place,	Krimsky	notes	that	the	balance	of	power	is	finely	in	the	balance	between	
government	 and	 corporate	 agendas	 vis	 a	 vis	 public	 misinformation	 and	 scare-
mongering	over	risk.			
The	testing	of	truth	claims	is	of	course	the	very	purpose	of	analytic-deliberative	risk	
communication	 and	 public	 engagement.	 A	 successful	 process	 of	 engagement	 being	
predicated	on	an	ideal	of	dialogue	as	a	means	to	‘induce	reflection	upon	preferences	
in	 a	 non-coercive	 fashion’	 (Dryzek	 1990;	 Dryzek	 2000)	 and	 drawing	 upon	 the	
knowledge	of	all	members	of	a	community	(Healy	1992).	Practically	this	means	that	
through	 the	 interactions	between	a	diverse	 group	of	 individuals,	 lay	 and	experts	 in	
particular,	 knowledge	 and	 ideas	 can	 be	 tested,	 verified	 and	 challenged	 with	
impressive	results	 (Irwin	1995;	Wynne	1996;	Bull	et	al.	2008).	 Increasingly,	 links	are	
made	between	public	engagement	and	learning,	increased	environmental	citizenship	





Table	 4	 presents	 a	 summary	 of	 the	 common	 characteristics	 between	 public	
engagement	processes	and	social	media.	
Table	4.	Common	characteristics	of	public	engagement	processes	and	social	media	
The	 need	 to	 further	 explore	 the	 potential	 of	 social	media	 tools	 is	 self-evident,	 and	
particularly	the	need	to	locate	such	claims	into	specific	contexts.		
 3.7.1 The	rise	in	digital	communication	
The	 term	Web	2.0	was	 first	used	 in	2004	 to	describe	how	software	developers	and	
ordinary	 users	were	 using	 the	 Internet:	 decentralisation,	 user-focused	 and	 user-led	
(O`Neill	&	Boykoff	2011).	Kaplan	and	Haenlein	(2010)	note	that	whereas	Web	1.0	was	
characterised	by	content	and	applications	produced	by	individuals	or	organisations	by	
a	 top-down	 or	 expert-led	 agenda,	 Web	 2.0	 saw	 the	 creation	 of	 material	 being	
Public	participation	processes	 Social	media	
Bottom-up	approach	 Bottom-up	phenomenon	
Citizen	knowledge	 Everyone	 can	 participate	 and	 create	 content	 in	
the	online	discussion	
Access	to	information	 Everybody	 has	 access	 to	 `instant`	 information.	
The	`linking`	mechanism	makes	easier	for	people	
to	know	new	ideas	or	movements	
Equality	in	the	process	 Information	 is	 shared	 without	 geographical	 and	
demographical	constraints	
Information	 (or	 knowledge)	 can	 spread	 outside	
the	participatory	group	
Information	 can	easily	 spread	outside	 the	 group	
of	`friends`	
The	 process	 facilitates	 the	 dialogue	 between	
different	 stakeholders	 and	between	experts	 and	
lay	people	
The	 possibility	 of	 adding	 comments	 transform	
information	 into	 an	 interactive	 dialogue	 (online	
journal	papers	for	example)	
The	process	is	an	enhancement	of	democracy	 Social	 media	 have	 been	 used	 to	 ask	 an	
enhancement	in	democracy	
Social	learning	is	an	outcome	of	the	process	 People	 share	 information	 with	 `friends`	 and	














to	 the	 web,	 has	 access	 to	 social	 media	 sites,	 has	 a	 camera	 (often	 with	 video	
capability),	 a	 global	 positioning	 systems	 (GPS),	 and	 is	 able	 to	 send	 emails	 and	 text	

























1. Scepticism	 about	 the	 fact	 that	 the	 widespread	 use	 of	 social	 media	 can	
have	 long-term	 benefits	 on	 society.	 This	 is	 due	 for	 some	 authors	 to	 the	
effect	 of	 Internet	 corporations	 on	 democracy	 (McChesney	 2013),	 for	






“become	 transformed	 into	 subjects	 of	 online	 consumption	 and	 orderly	
surveillance,	rather	than	committed	social	and	political	campaigners”.	On	
the	 other	 hand,	 he	 still	 provide	 an	 optimistic	 perspective	 of	 the	 use	 of	
social	 media	 claiming	 that	 “new	 media	 helps	 to	 empower	 those	 who	
privately	 hold	 oppositional	 views	 to	 a	 government	 regime	 and	 then	
translate	 these	 into	 public	 expressions	 of	 opposition”	 (Roberts	 2014,	
p.159).	Facebook	is	the	perfect	example	of	the	consumer-citizen	creation	
as	 individuals	 are	 considered	 only	 as	 consumers	 and	 for	 being	 able	 to	








conflict	 between	 the	 expression	 of	 collective	 identity	 and	 networked	
individualism	 with	 the	 concern	 that	 using	 personalised	 communication	
might	 eventually	 weaken	 the	 efficacy	 of	 collective	 action	 because	when	
analysing	 large-scale	 campaigns,	 Bennett	&	 Segerberg	 (2011)	 found	 that	
“some	 of	 these	 protests	 seemed	 to	 operate	 with	 surprisingly	 light	
involvement	 from	conventional	organizations”.	Another	 theme	related	 to	
this,	 is	what	has	been	 called	 ‘clicktivism’	 or	 ‘slacktivism’,	 that	 is	 the	 idea	
that	contributing	to	collective	action	through	social	media	is	‘too	easy’	and	
as	such	it	devaluates	true	activism	(Sormanen	&	Dutton	2015).	









role	 for	 independent	 individuals	 in	 broadcasting	 what	 they,	 or	 other	
witnesses,	saw	and	share	the	experience	directly	and	globally	(Greenwood	
&	Levin	2000).		
Following	 the	 US	 presidential	 elections	 and	 the	 EU	 referendum	 in	 the	 UK,	 social	
media	have	been	recently	accused	to	have	a	role	in	the	disorder	around	democracy.	
From	the	blame	placed	on	Google	and	Facebook	for	their	role	in	the	dissemination	of	




Groups	 like	 the	 American	 Red	 Cross	 (Briones	 et	 al.	 2011),	 the	 UK	 based	 Forestry	
Commission	 (Stewart,	 Ambrose-Oji	 et	 al.	 2012)	 and	 business	 leaders	 (Fischer	 &	
Reuber	 2011)	 are	 all	 using	 social	media,	 especially	 the	micro-blogging	 site	 Twitter.	
Most	 recently,	 there	 are	 encouraging	 examples	 of	 social	 media	 being	 used	 for	
behaviour	change	within	energy	and	buildings	(Foster	et	al.	2012;	Foster,	Blythe,	et	al.	




design	 and	 evaluation	 of	 applications	 aimed	 at	 changing	 energy	 behaviours	 in	 the	
domestic	environment	 (He	et	al.	2010;	Fischer	2008;	Riche	et	al.	2010;	Chetty	et	al.	
2008)	 with	 some	 success	 (Foster,	 Lawson,	 et	 al.	 2010);	 Foster	 et	 al.	 (2010)	 in	 fact	
discovered	that	providing	energy	feedback	 in	a	social	condition	motivate	reductions	








change	 in	 physical	 activity	 by	measuring	 daily	 steps	 taken	with	 a	 pedometer.	 They	





of	 feedback,	 but	 demonstrated	 that	 adverse	 feedback	 on	 Facebook	 in	 workplace	
environment	does	not	lead	to	participants’	disengagement.	Another	study	by	Robelia	
et	 al.	 (2011)	 found	 that	 participants’	 involvement	 in	 a	 community	 of	 like-minded	
people	 not	 only	 increased	 the	 average	 knowledge	 about	 climate	 change	 of	
participants,	but	also	motivated	them	to	take	additional	actions	to	limit	their	impact	
on	the	environment.		Although	these	interventions	have	produced	promising	results,	
they	are	 still	 based	on	a	 top-down	approach	where	 the	 ‘experts’	 try	 to	modify	and	
change	behaviours	of	the	users	 instead	of	 listening	to	what	users	think	 is	 important	
and	empowering	them	to	take	action.	
Other	 studies	 have	 been	 using	 social	 media	 as	 a	 feedback	 system	 for	 behaviour	
change	 in	 the	non-domestic	context;	 for	example	Crowley,	Curry	and	Breslin	 (2014)	




the	 possibilities	 that	 result	 in	 increased	 participation	 of	 users	 with	 buildings	
management.		
Other	 research	 attempted	 instead	 to	 take	 a	 collaborative	 approach	 to	 the	 issue	 of	
energy	management	 in	 the	 context	 of	 local	 authorities	 (Bull	 2014;	 Bull	 et	 al.	 2014)	
with	 the	 intention	 of	 offering	 building	 users	 the	 possibility	 to	 collaborate	 and	
participate.	 Findings	 showed	 that	 participation	 can	 improve	 energy	 management,	
although	many	barriers	exist	due	to	lack	of	individualised	controls	and	competing	job	
priorities	and	business	goals.	Piccolo	et	al.	 (2014)	 implemented	a	 study	 to	promote	




was	driven	not	only	by	 intrinsic	motivations,	 but	 the	 greatest	motivational	 force	of	
engagement	was	found	to	be	the	social	context.	Another	study	by	Piccolo	et	al.	(2014)	




Research	 into	pro-environmental	 behaviours	 and	 sustainability	 in	 organisations	 and	
institutions	is	a	relatively	recent	phenomenon.	Traditionally,	studies	about	behaviour-
change	have	been	performed	into	the	domestic	context.	This	was	particularly	evident	




environmentally	 significant	 behaviours	 (such	 as	 transport	 practice,	 or	 food	 choice,	
etc.)	 and	 that	 consider	 the	 interconnections	of	 these	different	behaviours	 are	 rare.	
This	 has	 been	 identified	 as	 a	 gap	 in	 the	 literature	 and	 it	 is	 the	 reason	 an	
environmental	citizenship	approach	to	behaviour	change	was	utilised.		




behaviours.	 When	 the	 impact	 of	 social	 media	 is	 analysed	 a	 purely	 quantitative	
approach	 is	often	taken	(as	 it	will	be	show	in	Chapter	4	and	5),	without	considering	
what	is	the	relationship	between	taking	action	on-line	and	behaving	in	the	real	world.	












This	 chapter	 presents	 the	 methodology	 chosen	 for	 this	 study	 to	 meet	 the	 aim	 and	
objectives	of	the	thesis,	that	is:	to	Understand	the	potential	of	social	media	as	a	vehicle	
for	 increasing	 environmental	 citizenship	 and	 promote	 pro-environmental	 behaviour-
change.	The	chapter	is	organised	in	the	following	sections:	
1. Section	4.1	explains	the	methodological	approach	of	the	study;	
2. Section	 4.2	 describes	 the	 rationale	 for	 the	 use	 of	 a	 case-study	 and	 action	
research	approach;	
3. Section	 4.3	 and	 4.4	 presents	 information	 on	 operationalising	 the	 underlying	
theory	of	public	engagement	and	environmental	citizenship	through	the	social	
media	campaign;	
4. Section	 4.5,	 4.6	 and	 4.7	 illustrates	 the	 implementation	 of	 the	 study	 and	 the	
methods	used	to	collect	and	analyse	data;	




to	 influence	 and	 make	 sense	 of	 our	 present	 notions	 of	 reality	 (Gray	 2004;	 Robson	
2002;	 Danemark	 et	 al.	 2002).	 What	 is	 critical	 in	 this	 process	 of	 evaluation	 and	









The	 two	 main,	 and	 often	 perceived	 as	 ‘antithetical’	 ontological	 perspectives,	 are	
objectivism	 and	 constructivism.	 Objectivism	 implies	 that	 social	 phenomena	 confront	
researchers	 as	 external	 facts,	 independent	 of	 social	 actors,	 whereas	 advocates	 of	
constructivism	argue	that	reality	is	socially	constructed.	In	constructivist	research,	the	
task	 of	 the	 researcher	 is	 to	 develop	 an	 understanding	 of	 the	 multiple	 social	
constructions	of	meaning	and	knowledge.		
August	Comte	was	the	first	to	affirm	that	the	social	world	can	be	explored	in	terms	of	
invariant	 principles	 like	 the	 natural	 world,	 establishing	 the	 basis	 of	 ‘positivism’,	
otherwise	 known	 as	 ‘naturalism’	 (Ritchie	 &	 Lewis	 2003).	 Positivists	 argue	 that	 the	
social	world	exists	externally	to	the	researcher	and	that	its	properties	can	be	measured	
directly	 through	 observation.	 Therefore,	 positivism	 advocates	 the	 application	 of	 the	
methods	of	natural	 sciences	 to	 the	study	of	social	 reality	 (Bryman	2004).	The	role	of	
the	 research	 is	 to	 test	 theories	 and	 to	 provide	 material	 for	 the	 development	 of	
generalised	laws.		
One	of	the	first	to	critique	this	approach	was	Immanuel	Kant,	who	in	his	Critique	of	the	
Pure	 Reason	 (1781)	 argued	 that	 there	 are	 methods	 of	 knowing	 the	 world	 that	 are	
different	from	direct	observation.	Perception	and	knowledge,	in	fact,	relate	not	only	to	
the	senses	but	also	to	the	interpretation	of	what	one	experiences	through	them.	This	
approach,	 also	 known	 as	 interpretivism,	 emphasises	 and	 values	 the	 interpretative	
aspects	of	knowing	about	the	social	world	and	the	importance	and	significance	of	the	
researcher’s	 own	 interpretations	 and	 understanding	 of	 the	 phenomenon	 being	
investigated	(Ritchie	&	Lewis	2003).	Arguing	that	research	is	never	fully	value-neutral,	
interpretivism	has	particular	resonance	for	the	study	of	people	who,	unlike	objects	of	
the	 natural	 world,	 are	 conscious,	 purposeful	 actors,	 whose	 behaviour	 depends	 on	
subjective	 ideas	 and	meanings	 (Robson	 2002).	 This	 central	 characteristic	 of	 humans	
has	 implication	 for	 conducting	 research	 involving	 people.	 Behaviour	 must	 be	
interpreted	in	the	light	of	these	underlying	ideas,	meanings	and	motivations.		





social	 sciences.	 To	 respond	 to	 the	 environmental	 problems	 of	 today’s	 society	 it	 is	
essential	 to	 understand	 the	 complexities	 of	 the	 natural	 world.	 Social	 phenomenon,	
such	as	 the	politics	of	 food	and	the	environment,	of	animal	 rights,	of	welfare	and	of	
health	 and	 wellbeing	 cannot	 escape	 the	 complex	 web	 of	 biological,	 chemical	 and	
physical	interactions	(Benton	1991	in	Carolan	2005).	One	of	the	main	problems	is	that	










Critical	 realism	acknowledges	 that	 researchers	can	make	sense	of	 the	 ‘real	world’	by	
means	of	perception,	 thought	and	dialectic,	but	supports	 the	ontological	assumption	
that	there	is	an	objective	and	knowable	material	world	(Huckle	2004).	Bhaskar	(1978)	




one	 experiences	 them	 or	 not.	 The	 real	 domain	 consists	 of	 the	 ‘mechanisms’	 that	
produce	events	in	the	world.	It	 is	the	empirical	domain	that	contain	the	‘data’	that	is	






This	approach	has	 implications	 in	 relation	 to	 the	 theory	of	environmental	 citizenship	
because	it	offers	a	unified	approach	to	the	natural	and	social	sciences.	In	this	context	it	
is	 essential	 to	 understand	 the	way	 in	which	 society	 is	 embedded	 in	 nature	 and	 the	
different	 forms	 that	 nature	 takes	 in	 specific	 social	 circumstances.	 Critical	 realism	 is	
anti-positivist	and	accepts	a	weak	social	 constructivism,	 rejecting	at	 the	same	time	a	
strong	social	constructivism,	which	denies	the	material	reality	of	nature.	Nature	is	seen	
as	 socially	 constructed;	 nowhere	 in	 the	 world	 it	 is	 possible	 to	 find	 a	 ‘first	 nature’	
untouched	 by	 human	 influence.	 At	 the	 same	 time	 people	 are	 always	 subject	 to	 the	
laws	 of	 nature,	 which	 are	 constantly	 operating	 in	 the	 physical	 world	 (Huckle	 2004).	
Nature	 is	 not	 a	 fixed	 and	 permanent	 element,	 instead	 it	 exists	 in	 a	 state	 of	
‘permanence-with-flux’	 (Carolan	 2005).	 This	 view	 of	 nature	 is	 fundamental	 in	 a	
research	 study	 focusing	 on	 environmental	 citizenship	 and	 in	 understanding	 how	
human	behaviour	affects	the	environment.		
 4.2 Research	approach	




critical	 realism	 is	 also	 concerned	 with	 understanding	 the	 way	 in	 which	 people	
construct,	 interpret	 and	 give	meaning	 to	 their	 experiences.	 As	 such,	 the	 task	 of	 the	
researcher	 is	 to	 develop	 an	 understanding	 of	 the	 multiple	 social	 constructions	 of	
meaning	 and	 knowledge.	 A	 range	 of	 research	methods	 is	 available	 which	 allow	 the	
researcher	 to	 acquire	multiple	perspectives.	 The	 research	participants	 are	 viewed	as	
helping	to	construct	the	`reality`	with	the	researchers	(Robson	2002).	
Max	Weber	argues	that	the	researcher	has	to	understand	the	meaning	of	social	actions	
in	 the	 context	 of	material	 conditions	 in	which	 people	 live	 (Weber	 1949	 in	 Ritchie	&	
Lewis	2003).		






in	 their	 natural	 settings,	 attempting	 to	 make	 sense	 of,	 or	 to	








In	 this	 research,	 many	 of	 the	 questions	 that	 need	 to	 be	 addressed	 require	
measurement	of	 some	kind	 (e.g.	 to	what	 extent	 this	 participant	was	 involved	 in	 the	
online	conversation?)	but	also	a	greater	understanding	of	the	nature	and	origins	of	an	
issue	 (e.g.	 what	 are	 the	 reasons	 and	 thinking	 behind	 his	 involvement	 in	 the	
conversation?).	 Both	 approaches	 provide	 a	 distinctive	 kind	 of	 evidence	 and	 used	













Contextual	 Understanding	 the	 form	 of	 pro-
environmental	 behaviours	 as	 they	
are	performed	in	organisations	










Characteristics	 of	 social	media	 that	
correlate	 with	 different	 types	 of	
pro-environmental	behaviours	
Evaluative	 Appraisal	 of	 any	 intervention	
experienced	
Extent	 to	 which	 intervention	
achieve	required	outcomes	
Generative		 Suggestions/strategies	 for	 the	 use	
of	 social	 media	 for	 supporting	
people	 to	 perform	 pro-
environmental	behaviours	
Prediction	 of	 future	 level	 of	 up	
taking	 of	 pro-environmental	





the	 weaknesses	 of	 a	 purely	 qualitative	 approach,	 through	 the	 testing	 of	 results	
(Bryman	 2004).	 Qualitative	 research	 is	 often	 accused	 by	 quantitative	 researchers	 of	
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There	 are	 many	 research	 methodologies	 open	 for	 a	 qualitative	 research	 approach:	
case	 study,	 action	 research,	 ethnography,	 grounded	 theory	 and	 heuristic	 inquiry	
(Bryman	2004;	Gray	2004;	Robson	2002).	
 4.2.1 Case	study:	De	Montfort	University	
Case	 study	 is	 a	 strategy	 for	 doing	 research	 which	 involves	 an	
empirical	investigation	of	a	particular	contemporary	phenomenon	
within	 its	 real	 life	 context	 using	 multiple	 sources	 of	 evidence.	
(Robson	2002,	p.52)	
Case	 study	 is	 defined	 as	 a	 research	 strategy	 and	 not	 only	 as	 a	 method	 of	 data	
collection	 (Robson	 2002;	 Gray	 2004;	 Stake	 2005;	 Yin	 2003).	 The	 epistemological	
question	underlying	 the	 investigation	considers	what	can	be	 learned	about	and	 from	
the	single	case	(Stake	2005).	Case	studies	can	be	of	different	typologies:	intrinsic	case	
study	 are	 primarily	 interested	 in	 the	 case	 itself,	 without	 any	 desire	 of	 representing	
more	 general	 situations;	 on	 the	 contrary,	 in	 instrumental	 case	 study	 the	 case	 is	
analysed	with	the	primary	interest	of	getting	insights	into	a	wider	issue;	the	case	itself	
is	of	secondary	importance,	but	it	facilitates	the	comprehending	about	something	else	
(ibid.).	 In	 the	 second	 instance	 there	 are	 many	 cases	 that	 would	 hypothetically	 be	
representative	 of	 the	 phenomenon	 of	 interest.	 However,	 only	 a	 few	 of	 them	 are	
accessible.	 In	 deciding	which	 one,	 Stake	 suggests	 that	 the	 researcher	 should	 choose	
the	 case	 from	which	 he	 feels	 he	 can	 learn	 the	most.	 And	 this	may	mean	 the	most	
accessible	one	(Stake	2005).	
Case	 studies	moreover	 are	 not	 only	 interested	 in	 describing	 a	 specific	 situation,	 but	
also	 in	 defining	 causal	 relationships	 between	 the	 phenomenon	 observed	 and	 the	
context	in	which	it	is	occurring	(Gray	2004).	Those	characteristics	of	the	context,	which	
can	only	be	meaningfully	studied	 in	real-life	situations,	are	highly	pertinent	to	define	
the	 studied	 phenomenon	 (Yin	 2003;	 Stake	 2005).	 When	 deciding	 which	 research	





preferred	 when	 one	 is	 trying	 to	 give	 an	 answer	 to	 ‘how’	 and	 ‘why’	 questions	 (Yin	
2003).		
The	case	study	of	De	Montfort	University	is	central	for	an	investigation	around	the	four	
inter-related	 issues	 of	 public	 engagement,	 behaviour-change,	 environmental	
citizenship	 and	 social	 media,	 because	 of	 its	 natural	 accessibility	 and	 its	 highly	
interactive	 community	 of	 social	media	 users.	 De	Montfort	 University	 is	 a	 large	 city-






We	 acknowledge	 our	 responsibility	 to	 cultivate	 sustainable	
working	 and	 learning	 environments	 that	 embody	 and	 promote	
equality	 of	 opportunity	 amongst	 communities,	 both	 within	 and	
outside	the	university.	(DMU	2015,	p.5)	
A	 comprehensive	 range	 of	 activities	 have	 been	 undertaken	 under	 the	 themes	 of	
research,	 teaching,	 estates	 management,	 community	 engagement	 and	 health	 and	
well-being	to	achieve	better	environmental	performances.	As	part	of	this,	in	2011	the	
sustainability	 team	at	DMU	decided	to	trial	using	social	media	as	a	 tool	 for	engaging	
staff	and	students.	Having	started	with	an	ad	hoc	 approach	 to	using	social	media,	 in	
the	 autumn	 of	 2012	 the	 team	 decided	 to	 implement	 a	 specific	 campaign	 to	 engage	
staff	 and	 students	 in	 environmental	 initiatives	 through	 social	media,	which	 is	where	
the	present	research	comes	in	play.		
The	sustainability	and	transport	officer	at	DMU	were	at	the	time	managing	the	Twitter	
and	 Facebook	 accounts	 for	 SustainableDMU,	 but	 were	 looking	 for	 the	 possibility	 of	
improving	the	communication	and	engagement	on	the	page.	This	is	the	reason	the	two	
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activities	 were	 integrated:	 this	 research	 and	 SustainableDMU	 communication.	
Together	with	 the	 sustainability	 team	 it	was	decided	 that	we	would	 run	 the	present	
research	through	the	@SustainableDMU	account,	so	that	the	intervention	was	coming	
from	 an	 institutional	 account	 and	 not	 a	 private	 one,	 and	 that	 the	 team	 would	 be	






DMU	 staff	 and	 students	 and	 to	 test	 what	 impact,	 if	 any,	 social	 media	 based	
communication	would	have	on	behaviour.	Following	this	research	agreement	with	the	
Sustainability	Office	at	DMU,	the	official	sustainability	Twitter	account3	and	Facebook	
page4	were	used	 for	 the	 research.	A	 search	of	 ‘DMU’,	 ‘#DMU’	and	 ‘DeMontfort’	was	
performed	on	Twitter	to	uncover	a	list	of	active	users	to	add	to	the	@SustainableDMU	
network,	 with	 the	 aim	 of	 following	 and	 observing	 the	 conversation	 taking	 place	 on	





media	 users	 was	 extremely	 diverse	 and	 lively	 (DMU	 2014).	 The	 Vice-Chancellor	
(tweeting	under	the	username	@DMU_VC,	today	@DMUVC5)	was	instrumental	in	this	














the	 student	 population,	 but	 it	 also	 can	 count	 a	 considerable	 number	 of	 staff,	which	
makes	it	an	interesting	research	subject.		
Even	 though	 the	 case	 study	 approach	 seems	 the	 most	 appropriate	 for	 the	 present	
research	one	point	is	in	conflict	with	the	case	strategy:	according	to	Yin	the	researcher	
cannot	control	or	influence	the	phenomenon	he	is	studying	(Yin	2003).	As	he	says	“the	
case	 study	 is	 preferred	 in	 examining	 contemporary	 events,	 but	 when	 the	 relevant	
behaviours	 cannot	 be	 manipulated”	 (Yin	 2003,	 p.7).	 In	 this	 case	 instead,	 the	 active	
participation	of	the	researcher	in	the	process	is	sought	to	see	if	and	to	what	extent	the	





In	 this	 approach	 the	 researcher	 is	 an	 integrative	 part	 of	 the	 research	 study	 and	 a	
strong	 collaboration	 between	 researcher	 and	 researched	 is	 sought	 in	 opposition	 to	
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objectivity	 (Robson	 2002).	 Its	 operation	 demand	 changes	 and	 action,	 both	 of	 the	
system	under	consideration,	and	of	the	people	involved	in	that	system	(McNiff	1998).	
The	 fact	 that	 action	 research	 emphasises	 specific	 situations	 and	 practices	 in	 a	




2. Subjects	 of	 research	 are	 themselves	 researchers	 or	 they	 are	 involved	 in	
democratic	partnership	with	the	investigator;	
3. Data	are	generated	from	direct	experiences	of	participants.	
Following	 these	 principles	 this	 research	 (1)	 aims	 to	 drive	 a	 change	 towards	 a	 pro-
environmental	models	in	the	institution;	(2)	the	researcher	is	part	of	DMU	community	
(including	the	social	media	one);	and	(3)	the	data	are	generated	by	the	involvement	of	
participants	 in	 the	 participatory	 campaign	 and	 as	 such	 are	 a	 consequence	 of	 their	
experiences	in	interacting	on	social	media	and	in	the	real	setting.	
Stringer	 suggests	 that	 the	 main	 aim	 of	 action	 research	 is	 to	 uncover	 the	 different	
perceptions	and	 interpretations	held	 in	 the	research	context	by	different	groups	and	
individuals	(Stringer	1999).	Therefore,	action	research	does	not	aim	to	identify	causal	
relationships,	but	actions	that	can	lead	to	positive	change	(Gray	2004).	To	do	so	all	the	
essential	voices	needs	 to	be	heard	 (Stringer	1999).	 Interestingly,	action	 research	and	
public	 participation	have	many	 common	 characteristics	 (which	 are	 explored	 in	 Table	









The	 researcher	 is	 seen	 as	 more	 of	 a	 facilitator	
than	 an	 `expert`.	 The	 researcher	 in	 fact	 is	 not	
there	to	offer	solutions	but	to	enable	people	to	
develop	 their	 own	 analysis	 of	 the	 issues	 facing	
them	and	the	potential	solutions	(Gray	2004).		
One	of	its	main	characteristics	it	that	participatory	
approach	 do	 not	 to	 impose	 solutions	 from	 the	
`expert`	 point	 of	 view,	 but	 try	 to	 construct	 a	
solution	that	 take	 into	account	 the	knowledge	of	
all	the	stakeholders.		








everyone	 (also	 the	broader	 community)	 is	 up-to-
date	about	the	process	(Petts	2006).		
Enable	significant	levels	of	involvement.	 Participants	must	 have	 the	 opportunity	 to	 freely	
initiate	 discourses	 and	 to	 equally	 participate	 in	
the	 discussion.	 Participants	 must	 have	 the	
possibility	 to	 contribute	 in	 the	 decision-making;	
this	means	 that	 everyone	 should	 have	 the	 same	
opportunity	 of	 influencing	 the	 ultimate	 outcome	
of	the	process	(Webler	and	Tuler	2000).		
Maximise	 the	 involvement	 of	 all	 relevant	
individuals	 and	 ensure	 that	 all	 relevant	 groups	
benefit	from	activities	(Gray	2004).	
Fairness	refers	to	the	possibility	of	every	affected	
group	 to	 adopt	 an	 authentic	 position	 in	 the	
decision-making	process	(Webler	and	Tuler	2000).		
Action	research	is	also	seen	as	a	tool	for	bringing	
about	 democracy	 (Lewin	 1946	 in	 (Robson	
2002)).		
Public	 participation	 is	 an	 enhancement	 of	
democracy	(Arnstein	1969).	
One	of	 the	 outcomes	of	 action	 research	 is	 that	
learning	 is	 generated	 among	 the	 participants	
(Gray	2004).	
Social	 learning	 is	one	of	 the	main	outcomes	of	 a	
public	 participation	 process	 (Webler,	 Kastenholz	
et	al.	1995).	
Table	6.	Action	research	and	public	participation.	Common	characteristics	
The	 present	 research	 is	 not	 aimed	 at	 studying	 DMU	 as	 an	 organisation,	 therefore	
challenging	the	functioning,	relations	and	practices	within	 it,	but	 it	aims	to	study	the	
practices	of	pro-environmental	behaviour	as	they	are	performed	within	the	context	of	
the	 university	 and	 in	 bringing	 about	 change	 regarding	 the	 way	 people	 talk	 about	
environment	 and	 sustainability	 on	 social	 media	 and	 take	 actions	 after	 these	
conversations.		




With	 the	 aim	 of	 collecting	 both	 quantitative	 and	 qualitative	 data	 to	 test	 the	
effectiveness	 of	 the	 participatory	 process	 different	methods	 of	 data	 collection	were	
chosen:	
1. An	 online	 questionnaire	 open	 to	 all	 DMU	 staff	 and	 students	 to	 understand	
baseline	condition	(quantitative	data)	
2. Participants	observation	on	social	media	(qualitative	data)	

















OB	 2.	 To	 map	 the	 rise	 and	 development	 of	 digital	













































OB	 5.	 To	 understand	 the	 wider	 opportunities	 and	









The	 study	 was	 implemented	 in	 three	 different	 phases:	 (1)	 Prior	 to	 intervention,	 to	
understand	 and	 evaluate	 the	 initial	 conditions;	 (2)	 During	 intervention,	 through	 the	






20.000	 students	 and	 3.000	 staff	 in	 April	 2012.	 The	 survey	 was	 designed	 on	 Survey	
Monkey8,	an	online	survey	software	and	questionnaire	tool	 (and	 it	 is	attached	to	the	
present	thesis	in	Appendix	A).	To	email	the	survey	different	approaches	were	used;	for	
staff	 it	 was	 emailed	 through	 the	 Environmental	 Champion	 network,	 for	 Graduate	
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Because	 the	 participatory	 process	 had	 been	 happening	 on	 social	 media,	 the	 survey	






LinkedIn.	 On	 the	 other	 hand	 the	 Facebook	 page	 has	 not	 as	 many	 followers	 as	 the	
Twitter	account;	therefore	a	parallel	and	similar	use	of	these	two	tools	was	defined.	
Questionnaires	 are	 one	 of	 the	most	 used	 data	 gathering	 tool,	 often	 in	 combination	
with	 other	 methods	 in	 case	 studies	 research	 (Gray	 2004).	 Questionnaires	 are	 used	
when	the	audience	is	relatively	large	and	may	be	used	as	a	first	step	in	data	collection,	
to	 be	 followed	 by	 in-depth	 interviews	 or	 observation	 with	 a	 smaller	 sample	 (ibid.).	










Facebook	 96.3%	 82.4%	 35.3%	every	day	

















opportunity	 to	 ask	questions	 to	 clarify	 ambiguous,	 inaccurate	or	misleading	 answers	
(Gray	2004).		
 4.5.2 Tracking	frequency	and	content	of	pre-test	social	media	interaction	
As	already	mentioned,	 the	Twitter	 account	 and	 Facebook	page	used	 for	 the	present	
research	were	 created	and	 launched	prior	 to	 the	 intervention	 to	 create	 a	 significant	
number	of	followers	to	gain	a	considerable	attention	from	DMU	staff	and	students.	As	
it	 will	 be	 visible	 from	 the	 analysis	 of	 the	 data	 and	 of	 the	 interviews,	 the	 issue	 of	
obtaining	considerable	attention	on	social	media	is	central	for	the	effectiveness	of	any	
communication	effort,	 in	particular	when	 interaction	 is	sought.	The	administration	of	
the	 account	 was	 in	 the	 hands	 of	 1	 person	mainly:	 the	 present	 researcher.	 The	 two	
officers	 from	 the	 Sustainability	 and	 Transport	Office	 closely	 collaborated	 throughout	
the	whole	process,	but	in	a	personal	capability.	
One	of	the	first	objectives	was	to	understand	how	many	people	were	active	on	social	
media	 at	 DMU.	 For	 this	 reason	 a	 search	 of	 ‘DMU’,	 ‘#DMU’	 and	 ‘DeMontfort’	 was	
performed	on	Twitter.	The	result	of	the	search	outlines	a	list	of	active	users	that	in	the	
majority	of	the	case	have	been	added	to	the	@SustainableDMU	network,	with	the	aim	
of	 following	 and	 observing	 the	 conversation	 taking	 place	 on	 Twitter	 between	 DMU	
users,	 of	 analysing	 the	 main	 topics	 of	 conversation,	 and	 of	 inviting	 them	 to	 follow	
@sustainableDMU	account.	The	search	also	gave	a	list	of	25	top	Twitter	users	at	DMU	
(see	Table	9;	classification	is	made	by	number	of	followers)	that	were	analysed	in	order	
to	 get	 a	better	picture	of	 the	network	 and	of	 influential	 accounts	whose	 interaction	
during	the	campaign	was	important.		
	
	 	 104	 Can	environmental	citizenship	be	enhanced	through	social	media?	A	case	study	of	engagement	
in	a	UK	University	
	
	 Twitter	name	 Followers	 Role	in	DMU	
1	 @DMUVC	 3323	 Vice	Chancellor	
2	 @HallyMk1	 1890	 Head	of	ELT	
3	 @suethomas	 1560	 Professor	of	New	Media	
4	 @Mitchley	 1221	 Work	for	@LibraryDMU's	Content	Delivery	Team.	
5	 @papaver	 988	 Faculty	Manager	Health	and	Life	Science	
6	 @AlisonMcNab	 910	 Academic	librarian	
7	 @grahambasten	 848	 DMU	Associate	Head:	School	of	Allied	Health	Sciences	
8	 @Socialhousing	 806	
Housing	 Lecturer	 at	 the	 Centre	 for	 Comparative	 Housing	
Research,	De	Montfort	University,	Leicester	
9	 @jwebbery	 779	









12	 @LiamDavisDMU	 736	 President	of	DMU	students	Union	2011/12	
13	 @jjwood01	 685	 PL	 and	 Square	 Mile	 Research	 Director,	 De	 Montfort	University,	Leicester	
14	 @tgboeck	 615	
senior	 research	 fellow	 at	 De	 Montfort	 University,	 social	
capital,	 participation,	 social	 action,	 amplification,	
community	cohesion,	social	justice,	social	media	




17	 @Rangtang	 499	 Academic	Librarian/Team	Manager	
18	 @DMU_JMG	 496	 @DMUSquareMile	Project	Director	




















ated	 on	 Facebook;	 it	 is	 possible	 to	 perform	 searches,	 but	 then	 it	 is	 not	 possible	 to	
invite	people	to	‘like’	a	page.	It	is	in	fact	only	possible	to	invite	friends	and	ask	people	
to	 invite	 their	 friends.	 Therefore	 the	 three	 administrators	 of	 the	 page	 invited	 their	
‘Facebook	friends’	and	invited	them	to	do	the	same.		
In	 order	 to	 get	 greater	 attention	 in	 the	 DMU	 social	media	 network	 the	 links	 to	 the	
Twitter	and	Facebook	account	were	included	in	various	DMU	Internal	Communication	




The	 present	 section	 will	 shortly	 present	 the	 different	 steps	 necessary	 to	 the	
implementation	of	the	participatory	process:	









Director	 of	 the	 Institute	 Of	 Creative	 Technologies,	 De	
Montfort	University,	Leicester,	UK.	
He	has	a	web	site	http://andrewhugill.com/	
23	 @heidimacp	 290	 Pro	Vice-Chancellor	Research	&	Innovation	at	DMU	
24	 @DMU_Sarah	 264	 Works	for	Strategic	Partnerships	at	DMU	
25	 @ShaunTurnerDMU	 185	 Student	Comedian	and	member	of	DMU	Footlights	









but	also	of	nurturing	 the	creation	of	a	public	participation	process,	 in	 the	sense	 that	




users	 of	 DMU	 with	 the	 ambition	 that	 this	 will	 lead	 not	 only	 to	 a	 change	 in	 their	
attitudes,	but	also	in	the	up-taking	of	practical	pro-environmental	behaviours.	
 4.6.2 Tracking	of	social	media	interactions	and	responses	to	interactions	
During	 the	 intervention	 stage,	 social	 media	metrics	 and	 content	 were	 tracked	 on	 a	
weekly	 basis	 (Monday	 morning	 of	 each	 week).	 The	 tools	 that	 were	 analysed	 were	
Facebook	 and	 Twitter.	 To	 do	 so,	 different	 social	media	 analytics,	 both	 free	 and	 not,	
were	 tested	 (see	 Table	 11	 in	 Chapter	 5).	 To	 find	 them	a	 search	 on	Google.com	was	
performed	 with	 the	 following	 keywords:	 ‘best	 social	 media	 monitoring	 tools’,	 'free	
social	media	monitoring	software’,	‘social	media	monitoring	tool’,	‘social	media	mining	
software’.	 The	 different	 tools	 have	 been	 tested	 to	 check	 their	 potentialities	 and	
determine	which	 type	of	 information	 they	were	able	 to	collect.	After	 this	 step	 some	
tools	have	been	chosen	because	they	could	collect	data	vital	for	the	understanding	of	
the	 present	 study.	 Moreover,	 the	 free	 tools	 have	 been	 preferred	 with	 the	 aim	 of	







is	 necessary.	 Analysing	 social	 networks	 is	 challenging,	 interaction	 is	 very	 quick,	
numbers	change	day-by-day,	and	hour-by-hour	and	there	are	many	parameters	to	be	
taken	into	account.	For	what	concerns	Facebook,	metrics	were	provided	directly	by	the	
platform,	 therefore	 analysis	was	 slightly	 easier	 for	 this	 platform.	With	 Twitter	 there	
were	 greater	 difficulties;	 Twitter.com	 launched	 its	 embedded	 analytic	 tool	 only	 in	
August	 2014910.	 Before	 that	 date	 Twitter	 did	 not	 provide	 any	 analytics	 about	 the	













Each	 day	 one	 or	 more	 posts	 were	 published	 and	 discussion	 was	 fostered	 both	 on	
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an	 online	 management	 tool	 for	 Twitter	 and	 Facebook	 and	 gives	 the	 possibility	 of	
monitoring	 the	 stream	 of	 tweets,	 the	 interaction	 (new	 people	 that	 followed	 the	
account,	mentions	and	retweets)	and	the	private	messages	received.	But	it	also	gives	
the	possibility	of	scheduling	tweets,	a	very	useful	function	considering	the	importance	
of	 being	 timely	 with	 tweets.	With	 Tweetdeck	 it	 is	 also	 possible	 to	monitor	 hashtag	
searches	 and	 lists.	 For	 example,	 during	 the	 research	 #DMU	 was	 meticulously	
monitored	to	be	aware	of	every	time	someone	was	talking	about	DMU.	In	addiction	a	
DMU	staff	 and	 students	 list	was	 created	 in	order	 to	 keep	up	 to	date	with	people	 at	




in	which	 room	 he	 or	 she	was	 and	 inform	 the	 energy	manager	 to	 resolve	 the	 issue.	
Other	 search	 that	 were	 tracked	 on	 Tweetdeck	 among	 others	 are:	 #sustainability,	
#climate,	#greenimpact,	#energy	and	#ecomonday.	This	was	done	with	 the	 intention	
of	understanding	what	the	general	public	was	saying	regarding	those	issues	on	Twitter,	
of	 interacting	 with	 those	 that	 were	 mentioning	 environment-related	 topics,	 and	 of	
retweeting	to	@SustainableDMU’s	followers	relevant	information.		
The	activity	and	 interaction	of	Twitter	and	Facebook	have	been	different,	due	to	the	
intrinsic	 characteristics	 of	 the	 two	 tools.	 On	 Twitter	 the	 frequency	 of	 tweets	 varied	
from	once	an	hour	to	4	or	5	times	a	hour,	because	timely	presence	is	one	of	the	most	
important	 characteristics	 for	 the	 success	 of	 communication	 on	 Twitter.	 The	 tweet-
stream	updates	itself	continuously;	therefore	depending	on	the	number	of	people	one	
is	 following	 the	 stream	can	download	 tweets	 very	quickly.	 This	means	 that	one	user	
will	see	a	tweet	only	 if	he	 is	 looking	at	his	Twitter	feed	at	that	exact	moment	or	few	
minutes	later.	For	that	reason	tweeting	every	15-20	minutes	was	necessary	from	time	







the	 importance	 of	 each	 post	 and	 to	 reorder	 them,	 therefore	 the	 frequency	 of	
Facebook	posts	varied	from	1	to	5	times	a	day.		
As	 presented	 in	 section	 4.6.1,	 the	 aim	 of	 the	 campaign	 was	 not	 only	 to	 provide	
information	 to	 DMU	 staff	 and	 students,	 but	 mainly	 to	 foster	 engagement	 and	
participation	 around	 the	 topics	 of	 energy	 and	 sustainability.	 Therefore	 most	 of	 the	
tweets	 and	 posts	 on	 Facebook	were	 done	 in	 the	 form	 of	 questions,	 so	 that	 people	
were	 motivated	 to	 interact	 (the	 list	 of	 tweets	 and	 Facebook	 posts	 published	 by	
SustainableDMU	during	the	intervention	period	is	presented	in	Appendix	B).		
 4.6.4 An	action	research	intervention	and	participant	observation	on	social	media	
The	observational	method	 is	 associated	with	ethnographic	methodology	 (Gray	2004;	
Silverman	2006).	“Ethnography	is	the	study	of	people	in	naturally	occurring	settings,	or	
‘fields’,	by	methods	of	data	collection	which	capture	their	social	meanings	and	ordinary	
activities,	 involving	 the	 researcher	participating	directly	 in	 the	 setting,	 if	 not	also	 the	
activities,	 in	 order	 to	 collect	 data	 in	 a	 systematic	 manner”	 (Brewer	 2000	 quoted	 in	
Silverman	2006	p.	67).	Although	ethnography	and	participants	observation	are	often	
used	 interchangeably,	 an	 ethnographic	 approach	 has	 not	 been	 used	 for	 the	 study,	
mainly	because	the	purpose	of	 it	was	not	only	to	observe	and	understand	the	reality	
the	researcher	was	 immersed	 in	(De	Montfort	University	and	 its	community	of	social	
media	 users),	 but	 mainly	 to	 be	 an	 agent	 of	 change,	 following	 the	 action	 research	
methodology,	that	is	to	encourage	and	foster	conversations	and	discussions	to	test	the	
participatory	model	as	an	agent	of	change.		
Participant	 observation,	 however,	 has	 been	 used	 as	 a	 data	 collection	 method	 by	
different	research	approach,	such	as	action	research	(Stringer	1996;	Stringer	1999)	and	
case	 studies	 (Yin	 2003).	 Moreover,	 it	 has	 been	 claimed	 that	 in	 one	 sense	 all	 social	
investigation	 is	 a	 form	of	participant	observation,	because	 it	 is	not	possible	 to	 study	
the	social	domain	without	being	part	of	it	(Hammersley	&	Atkinson,	1983	in	Atkinson	&	
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Hammersley,	 1994).	 Therefore,	 participant	 observation	 on	 social	 media	 have	 been	
conducted	before	and	during	the	social	media	campaign	as	one	of	the	methods	of	data	
collection,	together	with	‘fields’	note.		
In	 the	 present	 case,	 it	 is	 key	 to	 define	 the	 ‘field’	 of	 observation:	 participant	
observation,	especially	in	the	context	of	ethnography,	is	connected	with	the	idea	of	a	
researcher	 visiting	 places	 or	 organisations	 and	 immersing	 himself	 in	 the	 community.	
The	 Internet	seems	to	go	against	 this	 idea,	because	 it	appears	as	a	 ‘placeless	space’.	
However,	an	ethnography	of	the	 Internet	has	been	explored	by	different	researchers	
(Hine	2000;	Bryman	2004;	Kendall	1999;	Brauchler	2005;	Morton	2001).	Hine	calls	her	
approach	 ‘virtual	 ethnography’,	 matured	 as	 a	 response	 to	 the	 need	 to	 study	
communities	 in	which	the	use	of	electronic	communications	are	routine	(Hine	2000).	
She	 carried	 out	 a	 study	 through	 the	 medium	 of	 a	 technology,	 which	 appears	 to	
produce	text,	but	where	the	technology	is	also	the	channel	of	communication	for	the	
human	 subject	 of	 research.	 Therefore	 it	 is	 a	 study	 through	 and	 within	 technology,	
where	 the	virtual	community	 is	 the	 ‘field’	of	study	and	the	group	of	people	 involved	
behind	the	screen	is	the	object	of	study	(Brauchler	2005;	Hine	2000).		




What	 the	 researcher	 is	 interested	 to	 understand	 is	 how	 sustainability	 and	
environmental	 issues	 enter	 into	 this	 virtual	 community	 and	 how	 the	 virtual	 and	 the	










sustainability	 and	 environmental	 issues.	 Conversations	 have	 been	 noted	 down,	 both	




Interviews	 are	 a	 powerful	 instrument	 for	 producing	 rich	 data	 on	 people’s	 attitudes,	
views	and	the	meaning	that	underpins	their	behaviours	(Gray	2004).	There	are	several	
types	 of	 interviews:	 structured,	 semi-structured,	 unstructured	 (Robson	 2002;	 Gray	
2004;	Bryman	2004).	To	choose	the	more	appropriate	 it	 is	necessary	 to	consider	 the	
research	 approach	 and	 the	 objectives	 of	 the	 study.	Within	 a	 qualitative	 philosophy,	
semi-structured	or	unstructured	interviews	are	considered	the	better	methods.	First,	it	
is	 possible	 to	 investigate	 the	 significant	meaning	 of	 a	 question,	 whereas	 this	 is	 not	






However,	 interviews	 also	 have	 their	 disadvantages.	 First,	 interviews	 do	 not	 give	 the	
researcher	 access	 to	 the	 ‘facts’,	 but	 rather	 to	 people’s	 representations	 of	 those	
experiences.	 This	 can	 inevitably	 bring	 to	 bias	 and	 flaws.	Moreover,	 not	 everyone	 is	
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achieve	 a	 level	 of	 depth	 and	 complexity	 that	 is	 not	 available	 to	 other,	 particularly,	
survey-based,	approaches”	(Byrne	2004	quoted	in	Silverman	2006	p.	114).		
Interviews	 have	 been	 conducted	 at	 the	 end	 of	 the	 intervention,	 that	 is	 at	 the	
conclusion	 of	 the	 social	 media	 campaign.	 32	 interviews,	 which	 lasted	 an	 hour	 on	
average,	have	been	recorded.		
It	was	difficult	to	accomplish	a	random	sampling	of	the	participants	for	the	interviews.	
















to	 see	 if	 they	 were	 willing	 to	 take	 part	 in	 a	 conversation	 around	 social	 media	 and	
sustainability.	59	people	were	asked	to	participate	in	the	interviews	(30	on	Twitter	and	




	 Twitter	 Facebook	 Both	 Total	
Active	
participants	 11	 3	 0	 14	
Peers	 5	 2	 3	 10	
External	
participants	
2	 3	 3	 8	
Total		 18	 8	 6	 32	
Table	10.	Subdivision	of	interview	participants	for	social	media	tool	used	and	relation	with	the	
interviewer	
With	 the	 intention	of	having	a	 ‘control	 group’	 some	external	participants	have	been	




volunteer	 for	 the	 interview	 in	 that	 occasion.	 It	 is	 possible	 to	 see	 the	 subdivision	 of	
interviewees	according	to	the	relation	with	the	interviewer	and	the	main	social	media	
tool	used	in	Table	10.	
Driven	 by	 the	 objectives	 of	 the	 thesis,	 the	 aim	 of	 the	 interviews	 was	 to	 discover	
people’s	perceptions	of	the	social	media	campaign	and	their	views	on	its	effectiveness,	
to	understand	their	use	of	social	media	tools	and	what	impact	they	had	on	their	daily	
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lives,	 how	 they	 view	 sustainability	 at	DMU	and	how	 important	 environmental	 issues	
were	 in	 their	private	and	public	 lives.	Finally,	but	most	 importantly,	 it	was	aiming	 to	
understand	what	impact,	if	any,	the	campaign	had	on	their	behaviours.		
A	 structure	 of	 the	 interview	 was	 outlined	 (see	 Appendix	 C)	 with	 some	 generic	
questions	 and	more	 detailed	 prompts	 designed.	 The	 questions	 were	 designed	 from	
topics	emerging	from	the	literature	review	mapped	together	with	the	objectives	of	the	
study.	However,	understanding	the	need	for	allowing	flexibility,	the	structure	was	not	
literally	 followed	 and	 the	 direction	 of	 interviews	 was	 lead	 by	 the	 interviewees’	
responses	(Gray	2004;	Bryman	2004).	Subject	to	permission	from	the	interviewees,	all	
interviews	were	recorded	using	an	iPhone	with	the	SuperNote	App	and	consequently	






of	 interaction	 between	 researcher	 and	 researched	 on	 social	 media).	 In	 the	 present	




through	 the	 analysis	 of	 participants’	 interviews	 and	 need	 to	 be	 interpreted	 by	 the	














and	 explored	 (see,	 for	 example,	 Gross	 &	 Acquisti	 2005;	 Lenhart	 &	 Madden	 2007;	
Solove	 2007;	 Nussbaum	 2007;	 Albrechtslund	 2008;	 in	 Zimmer	 2010).	 Some	 social	
media	services	allow	users	to	choose	their	privacy	settings,	e.g.	Facebook	and	LinkedIn	
allow	users	to	protect	the	display	of	information	and	Twitter	allow	users	to	keep	their	
profiles	 private	 (Boyd	 2010;	 Boyd	&	Marwick	 2011),	which	means	 that	 the	 user	 can	
approve	who	sees	their	 information	and	the	content	they	publish.	As	such,	 in	certain	
case	content	can	be	publicly	available,	e.g.	it	is	possible	to	run	searches	on	Twitter	for	
publicly	 available	 content	 without	 having	 a	 connection	 with	 the	 people	 that	 are	
sharing	 the	 content	 and	without	 having	 a	 profile	 on	 Twitter;	 the	 same	 happens	 for	
YouTube.		




and	 Time’	 project	 (Lewis	 et	 al.	 2008).	 The	 researchers	 in	 this	 project	 downloaded	 a	
large	 dataset	 of	 information	 from	 Facebook	 related	 to	 a	 single	 university.	 Although	
they	anonymised	the	identities	of	the	participants,	some	of	them	were	identified	given	
the	uniqueness	of	the	information	presented	and	by	the	fact	that	they	were	members	
of	a	minority	group.	 In	addition,	 the	case-study	university	was	 identified	through	the	
list	 of	 college	 majors	 in	 the	 study	 population.	 This	 project	 stimulated	 a	 vast	
controversy	regarding	confidentiality	within	Facebook	and	social	media	research.	




Efforts	 were	 made	 to	 protect	 the	 rights	 of	 participants,	 including	 their	 rights	 to	
anonymity,	 confidentiality,	 informed	consent	and	 to	withdraw	 from	the	study	at	any	
moment.	Permission	for	the	study	was	obtained	from	the	Ethical	Committee	at	DMU.		





is	different	 from	 the	 studies	about	 social	media	 cited	 in	 the	previous	 chapter	where	
researchers	downloaded	large	amount	of	‘Big	Data’;	the	data	collected	in	the	present	
study	 were	 relative	 to	 interaction	 with	 SustainableDMU	 either	 on	 Facebook	 or	 on	
Twitter.	At	 the	start	of	 the	campaign	a	 tweet	and	a	post	were	published	on	 the	 two	
platforms	warning	of	the	start	of	the	research	project	and	a	comments	was	left	on	the	









5 Results.	 Measuring	 the	 impact	 of	 discourse-based	 social	
media	
This	chapter	explores	approaches	to	measuring	the	effectiveness	of	discourse-based	
social	 media.	 Developing	 effective	 ways	 to	 define,	 measure	 and	 evaluate	 the	
effectiveness	 (or	 success)	of	 social	media	activities	 is	an	 issue	 faced	 today	by	many	
and	 different	 organisations;	 e.g.	 the	 cultural	 sector	 (Finnis	 et	 al.	 2011),	 or	 the	
government	 sector	 (Government	Digital	 Service	2012;	Howto.gov	2013)	 and	 finding	








successful	 social	 media	 use	 and	 a	 review	 of	 the	 available	 tools	 for	 the	 analysis	 of	
engagement	on	social	media.	These	are	discussed	before	presenting	the	chosen	tools	
used	for	the	study.	In	Section	5.2	it	is	explained	how	the	social	media	campaign	was	




Social	 media	 monitoring	 is	 a	 relatively	 young	 ‘science’,	 initially	 adopted	 by	 public	
relations	 and	 advertising	 agencies,	 who	 used	 it	 as	 a	 means	 to	 identify	 negative	
comments	posted	on	the	web	about	their	clients	(Barker	et	al.	2012),	it	is	defined	as	



















accountable”	 (CabinetOffice	 2012,	 p.1).	 Although	 this	 is	 a	 relatively	 recent	
phenomenon,	there	are	many	Social	Media	Policies	produced	by	different	authorities	
to	guide	their	staff	in	the	use	of	social	media13.	On	the	other	hand,	few	are	the	efforts	
to	 ‘evaluate’	 the	 use	 of	 social	media	 channels	 as	 a	 communication	 or	 engagement	
tool.	 Few	 examples	 can	 be	 found	 in	 the	 UK	 cultural	 sector,	 for	 example	 the	
publication	 of	 a	 report	 of	 an	 action	 research	 project	 to	 evaluate	 online	 success	 of	
British	museums	 (Finnis	et	al.	2011)	and	 in	 the	US	government	 that	provides	Social	
Media	Metric	for	Federal	Agencies	(Howto.gov	2013).	In	these	reports	the	emphasis	is	
not	 on	 evaluating	 social	 media	 efforts	 for	 marketing	 purposes,	 but	 to	 provide	
organisations	effective	 tools	 to	understand	 if	 their	 efforts	 in	 engaging	 citizens	have	
been	successful	and	what	success	means	for	them.	It	 is	specifically	the	emphasis	on	
engagement	 and	 collaboration	with	 citizens	 that	makes	 these	 approaches	 different	
from	the	marketing	strategies,	which	are	more	focused	in	connecting	companies	with	
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the	 already	 mentioned	 effects,	 which	 are	 the	 actions	 that	 are	 quantifiable	 on	 the	
web.		
Monitoring	 and	 reporting	 social	media	use	 can	be	 a	 confusing	 and	 time-consuming	
























offers	social	analytics,	such	as	 the	 integration	of	Facebook	 insights,	
Google	and	Google+	analytics,	Twitter	profile	stats,	and	click	stats.		
No	
Klout	 Uses	 social	 media	 analytics	 to	 rank	 its	 users	 according	 to	 online	









Creates	 reports	 about	 users’	 audience,	 demographics,	 geographic,	


























therefore	 it	 is	 better	 to	 capture	 tweets	 before	 they	 disappear.	
TweetArchivist	does	not	store	all	 the	tweets	ever	tweeted,	but	 it	 is	
possible	to	start	monitoring	an	hashtags,	user,	or	a	search	term	and	
the	 software	will	 pull	 as	many	 tweets	 as	 possible.	 It	 is	 possible	 to	
repeat	search	over	time.			




Tweetdeck	 Display	 Twitter	 timeline,	 mentions,	 direct	 messages,	 lists,	 trends,	
favourites,	 search	 results,	hashtags,	 or	 all	 tweets	 by	 or	 to	 a	 single	





Tweet	Stats	 A	 tool	 to	 graph	 statistics	 from	 Twitter.	 Statistics	 are	 composed	 by	
the	tweets	and	analytics	of	each	user.		
Yes	



















(i.e.	 the	 tendency	 of	 people	 to	 pass	 information,	 as	 opposite	 to	
anecdote),	 generosity	 (i.e.	 is	 the	 number	 of	 time	 an	 user	 retweets	








Software	 for	 social	media	management,	which	also	allows	users	 to	













tools,	e.g.	 Sprout	Social	or	Hootsuite,	give	 the	possibility	 to	manage	one’s	accounts	
from	 the	 tool	 itself,	 making	 it	 possible	 to	 track	 the	 effectiveness	 of	 the	 proposed	
communication	 strategies	 at	 the	 same	 time	 and	 in	 the	 same	 place	 where	
communication	 happens.	 Therefore	 they	 make	 the	 task	 easier,	 but	 they	 are	 not	
essential	in	the	implementation	of	a	social	media	campaign.		
 5.1.2 Defining	success	for	the	present	study	
Popularity,	 or	 success,	 on	 social	 media	 is	 often	 measured	 in	 term	 of	 number	 of	
followers;	 the	 more	 followers	 one	 has	 the	 more	 one	 is	 popular.	 In	 term	 of	 social	




The	 aim	 of	 this	 thesis	 is	 to	 evaluate	 the	 use	 of	 social	 media	 for	 enhancing	
environmental	 citizenship	 and	 promoting	 behaviour	 change	 in	 engaged	 individuals.	
To	do	 so	 the	 first	 step	 is	 to	 foster	people	 to	participate	 in	discussions	 that	happen	






will	 be	 measured	 with	 different	 metrics	 from	 social	 media.	 The	 analysis	 of	 those	








Name	of	tool	 Functionality	 Purpose	 Free	
Tweetdeck	 Display	 Twitter	 timeline,	
mentions,	 direct	 messages,	 lists,	
trends,	 favourites,	 search	
results,	hashtags,	or	all	tweets	by	
or	 to	 a	 single	 user.	 All	 columns	
can	 be	 filtered	 to	 include	 or	
exclude	 words	 or	 tweets	 from	
users.	 Tweets	 can	 be	 sent	
immediately	 or	 scheduled	 for	
later	delivery.	
Daily	 implementation	 of	






Klout	 Uses	 social	 media	 analytics	 to	
rank	 its	users	according	to	online	
social	 influence	 via	 the	 "Klout	
Score",	which	is	a	numerical	value	
between	 1	 and	 100.	 In	
determining	the	user	score,	Klout	
measures	 the	 size	 of	 a	 user's	








Spout	Social	 Sprout	 Social	 is	 a	 social	 media	
management	platform	to	monitor	
incoming	messages	and	 schedule	
posts	 for	 twitter,	 Facebook,	
Google+,	 and	 LinkedIn.	 It	 is	
integrated	with	Google	Analytics,	
UserVoice,	 and	 Zendesk	 for	
analytics.		





analytics	 with	 suggestions	 and	
tools	to	improve	online	presence.	
In	 particular	 it	 offers	 instant	 and	
visual	 feedback	 about	
performance	 (of	 tweets	 or	
Facebook	 posts),	 tracks	 the	
growth	 of	 the	 audience,	 gives	
alert	 and	 recommendations	 with	
whom	to	engage	or	who	or	what	
to	pay	attention.	





Twitter	Counter	 Twitter	 Counter	 provides	
statistics	of	Twitter	usage,	such	as	













Twilert	 Twilert	 monitors	 all	 mentions	 of	
chosen	 keywords	 (mentions,	










As	 presented	 in	 Chapter	 4,	 the	 researcher	 joined	 the	 Sustainability	 team	 at	 DMU,	























The	 first	 two	 weeks	 were	 devoted	 to	 Climate	 Change.	 Different	 studies	 about	
environmental	citizenship	(Wolf	et	al.	2009;	Seyfang	2006;	Horton	2005;	Jagers	2009)	
have	 shown	 that	 one	 of	 the	 prerequisites	 for	 pro-environmental	 action	 in	
environmental	citizens	 is	 their	knowledge	about	climate	change.	However,	 the	 level	
of	 knowledge	of	 citizens	might	be	very	different.	The	 lowest	 common	denominator	
was	 found	 in	 the	 knowledge	 that	 the	 problem	 exists	 and	 that	 it	 is	 human	 made,	
suggesting	 that	 even	 basic	 awareness	 of	 anthropogenic	 causes	 for	 climate	 change	
was	 sufficient	 to	 empower	 a	 sense	of	 personal	 responsibility	 and	willingness	 to	 act	
(Wolf	 2011).	 Therefore	 it	 is	 here	 not	 argued	 that	 knowledge	 about	 climate	 change	
would	 lead	to	behaviour	change,	but	 that	 the	environmental	citizen	 is	aware	of	 the	
issue	and	 therefore	 the	 first	 step	 in	 the	 creation	of	 an	environmental	 citizen	 is	 the	
establishment	of	this	knowledge.		
The	 idea	was	 to	 present	 not	 only	 abstract	 information,	 but	 to	 link	 the	 information	
about	climate	change	to	the	 local	context	and	consequences	and	to	make	 it	appear	
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real.	 Therefore,	 evidence	 from	 people	 witnessing	 climate	 change	 in	 the	 UK	 were	
shared	 as	 an	 example	 (Pianosi	 2012).	 During	 the	 following	 weeks	 the	 campaign	
focused	 on	 different	 private-sphere	 environmentally	 significant	 behaviours,	 as	
defined	 by	 Stern	 (2000),	 such	 as	 waste	 disposal,	 green	 consumerism,	 purchase	 of	
goods	 and	 services	 with	 an	 environmentally	 significant	 impact.	 Although	 those	
behaviours	are	usually	considered	in	households,	the	intention	was	to	tie	these	to	the	




environmental	 impact	 of	 individual	 behaviour	 is	 small,	 but	 it	 becomes	 significant	
when	they	aggregate	thanks	to	many	independent	individual	actions.		
 5.2.1 Day	to	day	implementation	of	the	campaign		





posts	 in	 chronological	 order	 (whereas	 now	 it	 has	 turned	 to	 an	 algorithm-based	
system,	 showing	 tweets	 based	 on	 interests	 and	 other	 factors14 ),	 therefore	 the	
followers	could	see	one`s	post	only	if	they	log	into	Twitter	in	the	moment	or	shortly	
after	the	post	was	sent.	In	order	to	identify	the	best	moment	for	sending	out	post	on	
Twitter,	 it	 is	 important	 to	 know	 the	 time	 of	 the	 day	 where	 @SustainableDMU`s	
followers	are	most	active	on	Twitter.	This	is	important	because	the	intention	was	not	








week;	 at	 the	 same	 time	 the	 shared	 information	was	 highly	 relevant	 to	DMU	 social	





















The	 campaign	 was	 organised	 on	 thematic	 weeks.	 Each	 topic	 was	 introduced	 on	
Monday	 with	 reference	 to	 relevant	 literature	 and	 research	 and	 during	 the	 week	
interaction	 between	 users	 was	 stimulated	 through	 active	 participation	 to	 the	
discussion,	introduction	of	new	material	to	the	discussion	and	of	interactive	material.	
Table	14	provides	the	weekly	planned	organisation	of	the	discussion	on	social	media.	
However,	 activity	 on	 social	 media	 was	 deeply	 constructed	 around	 interaction	 with	
followers,	therefore	the	schedule	was	not	always	followed	literally.		








Thursday	 • Nothing	 was	 planned;	 posting	 followed	 interaction	 with	
followers	and	fans.	
Friday	 • Announce	 the	 topic	 for	 the	 next	 week	 and	 ask	 if	 there	 is	






• Remind	 people	 to	 switch	 off	 appliances	 before	 going	 home	
for	the	weekend	
• Wish	a	good	weekend	







In	 total,	 811	 tweets,	 128	 Facebook	 posts,	 and	 112	 blog	 posts	 were	 shared	 from	
SustainableDMU	during	 the	 campaign,	 as	 shown	 in	 Table	15.	Both	 SustainableDMU	



















Tweets	 481	 25	 43	 68	 63	 69	 74	 65	 74	
Retweets	 174	 12	 13	 37	 20	 28	 23	 20	 21	




190	 3	 11	 17	 22	 30	 39	 38	 32	
Number	of	
likes	
128	 3	 8	 15	 11	 23	 23	 22	 23	
Number	of	
comments	















The	 different	 metrics	 downloaded	 have	 been	 compared	 to	 a	 24	 weeks	 period	 (8	





them	 as	 possible.	 On	 the	 other	 hand,	 both	 periods	 before	 and	 after	 were	 ‘non	
ordinary’	 period,	 being	 ‘before’	 the	 end	 of	 summer	 holidays	 and	 ‘after’	 Christmas	
time.	This	is	one	of	the	reasons	why	activity	before	and	after	is	so	inexplicably	low.		
Having	defined	effectiveness	as	the	ability	of	social	media	to	engage	people	at	DMU	
in	 conversations	 around	 the	 issues	 of	 sustainability,	 the	 evaluation	 of	 effectiveness	
investigates	 the	 ability	 of	 SustainableDMU	 of	 attracting	 more	 and	 new	 people,	 of	
engaging	them	in	different	actions,	and	of	making	them	participate	in	conversations	
with	the	account	and	between	themselves.	Following	a	review	of	the	current	trend	in	
the	 evaluation	 of	 social	 media	 strategies	 for	 institutional	 and	 governmental	 use	









Engagement	 Growth	 in	 the	 number	 of	 likes,	
comments,	and	share	to	posts		
Growth	 in	 the	 number	 of	
retweets	(message	amplification)		
Analysis	 of	 the	 top	 posts	 per	
number	of		likes,	comments,	and	













Growth	 in	 the	 ratio	 Retweets,	
Mentions,	Replies/Tweets	
Growth	 in	 the	 number	 of	 Active	
Fans	
Growth	 in	 the	 number	 of	 Active	
Followers		
Growth	 in	 the	 ratio	 Active	
Fans/Total	Fans	






Conversations	 Analysis	 of	 the	 conversation	











1. Growth	 of	 community.	 This	 measure	 provides	 insights	 into	 the	 size	 of	 the	
indirect	and	direct	community.	Although	the	success	of	an	account	cannot	be	
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3. Content	 Indicators.	This	measure	 is	helpful	 to	go	deeper	 into	 the	analysis	of	
trends	and	topics	that	draw	engagement.		
4. Conversations.	This	 is	probably	 the	most	 important	measure;	 it	 analyses	 the	
conversations	 created	 from	 a	 quantitative	 point	 of	 view	 (length,	 number	 of	
people	 interacting,	 topic	discussed)	and	compares	Facebook	with	Twitter,	 to	
see	 if	 any	 difference	 can	 be	 found	 in	 the	 two	 tools.	 However,	 a	 qualitative	




The	 extent	 of	 an	 account	 community	 is	 a	 fundamental	 metric	 in	 analysing	 its	
popularity.	The	growth	 in	 the	community	 size	 is	a	central	 indicator	of	how	well	 the	
account	 is	 attracting	 new	 followers.	 It	 is	 in	 fact	 often	 assumed	 that	 a	 growth	 in	
followers	 is	 indicative	 of	 a	more	 effective	 strategy;	 although	 this	 is	 assumed	 to	 be	
true,	 it	 is	 necessary	 to	 consider	 this	 measure	 in	 the	 context	 of	 others	 (Howto.gov	
2013).	 In	 addition,	 it	 is	 possible	 to	 analyse	 the	 direct	 audience,	 composed	 by	 the	












Growth	 of	 the	 number	 of	 followers	
(Barker	et	al.	2012)	














consistently	 and	 greatly	 grew	 during	 and	 as	 an	 effect	 of	 the	 campaign.	 The	 direct	
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audience	 of	 Facebook	 went	 from	 82	 to	 135	 Likes	 (+65%);	 the	 indirect	 audience	
increased	from	229	to	530	(+131%).	
 5.3.1.2 Twitter	
On	Twitter	 the	number	of	Followers	composes	 the	direct	audience	and	 the	 indirect	






























































Similar	 observations	 can	be	done	 for	 Twitter.	 The	 account	 community	 substantially	
grew	 during	 the	 campaign,	 as	 can	 be	 seen	 from	 Chart	 3	 and	 Chart	 4.	 The	 direct	




account	 itself.	 Different	 activities	were	 directly	 aimed	 at	 enhancing	 the	 number	 of	
people	reached;	this	was	done	through	‘following’	people	on	Twitter,	suggesting	the	
page	 to	 friends	 or	 colleagues	 on	 Facebook,	 sharing	 blog	 posts	 on	both	 Twitter	 and	
Facebook.	 Those	 activities	 were	 purposefully	 made	 to	 increase	 the	 size	 of	
SustainableDMU	community,	but	also	to	hear	from	them	and	to	exchange	messages.	
Although	 significant,	 this	 is	 not	 the	 only	 cause	 of	 the	 growth;	 the	 increase	 was	
consistent	 throughout	 the	 intervention	 period	 and	 not	 only	 following	 the	 initial	
addition	 of	 followers.	 The	 explanation	 to	 this	 is	 that	 being	 consistently	 active	 on	
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is	 possible	 to	 say	 that	 SustainableDMU	 has	 been	 successful	 in	 attracting	 new	
followers	and	Fans,	due	to	the	high	increase	in	a	short	period	of	time.		
On	 the	 other	 hand,	 it	 is	 also	 true,	 that	 not	 all	 people	 at	 DMU	 were	 reached	 (for	
example	the	Vice-Chancellor’s	Twitter	account	has	8000	followers	–	4000	at	the	time	
of	 the	 research)	 making	 it	 impossible	 to	 involve	 those	 in	 the	 conversation	 around	
sustainability.	 This	 shows	 one	 of	 the	 criticisms	 of	 social	 media	 tools	 as	 means	 of	
communication:	 it	 is	not	possible	 to	easily	 reach	everyone	by	simply	being	active	 in	
the	open	space	(on	Twitter	and	Facebook).	As	such,	these	tools	are	not	as	democratic	
as	 they	 are	 presented;	 hierarchy	 and	 power	 relations	 on	 social	media	 often	mirror	
what	happens	 in	the	physical	context,	making	 it	difficult	 for	a	minority	to	reach	the	
majority	of	the	population.		
However,	the	results	indicate	that	good	effort	in	using	and	participating	with	people	




Nevertheless,	 an	 analysis	 of	 the	 interaction	 created	 was	 necessary	 to	 understand	
better	what	were	 the	 factors	 that	made	 SustainableDMU	more	 popular	 during	 the	
campaign.	
In	addition	to	 the	quantitative	enlargement	of	 the	audience	size,	another	 issue	was	













































Chart	 5	 shows	 how	 comments,	 likes	 and	 shares	 sensibly	 increased	 on	
SustainableDMU	page	posts	during	the	campaign.	It	also	shows	that	during	the	period	
following	the	campaign	the	interaction	decreased	sharply,	to	a	level	that	is	lower	than	
previous	 to	 the	 campaign.	 This	 has	 two	 possible	 explanations:	 (1)	 Being	 Christmas	
time	 less	 people	 were	 attending	 DMU	 and	 has	 such	 engagement	 would	 have	
diminished	anyway;	(2)	Failing	to	achieve	the	same	level	of	publishing	than	during	the	
campaign	caused	Fans	to	become	less	engaged	with	SustainableDMU	Page.	This	 is	a	
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Chart	 6	 shows	 the	 increase	 of	 Likes	 of	 the	 page	 compared	 to	 the	 number	 of	 posts	




























































with	 this	 brand	new	week	 ahead	of	 you?	
Don't	 forget	 to	 make	 it	 green!	 And	 why	
not	 starting	 with	 trying	 some	 vegetarian	
recipes	 and	 join	 us	 in	 a	 new	 Meat	 Free	
Monday?	 We	 are	 also	 talking	 about	
sustainable	 water	 this	 week.	 Water	
security,	water	conservation	at	home	and	
at	uni.	Many	tips	and	conversation	topics.	
Talking	 about	 sustainable	 water.	 Are	 you	










We're	 launching	 an	 energy	 efficiency	
experiment	 in	 the	 Institute	of	Energy	and	
Sustainable	 Development	 De	 Montfort	
University	 Leicester	 (DMU)!	 Evaluating	 if	
the	 constant	 hot	 water	 boiler	 is	 more	
efficient	 for	 boiling	water	 for	making	 tea	











DMU	 was	 awarded	 3	 Green	 Gowns	
awards	 this	 week	 for	 its	 work	 on	
sustainability	 issues.	 The	 awards	 were	 in	
the	 category	 of	 Greening	 ICT	 for	 the	
Greenview	mobile	 phone	 app	 and	 in	 the	
category	 of	 Social	 Responsibility	 for	 The	











Is	 the	 climate	 really	 changing?	 What	 are	
the	 observed	 changes?	 And	 are	 humans	

















Chart	5	also	 shows	 that	during	 the	week	of	 the	13th	of	August	 there	was	a	peak	 in	




The	 post	 presents	 a	 “great	 event”	 at	 DMU:	 the	 pedestrianisation	 of	Mill	 Lane,	 the	
route	 that	goes	 through	campus.	The	post	obtained	many	 likes	and	comments,	not	
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likely	 to	 be	 engaged	when	 the	 post	 is	 highly	 relevant	 to	 them.	Which	 is	 the	 same	
reason	 P1	 has	 been	 so	 engaging	 (see	 Figure	 10).	 It	 was	 a	 Monday	 morning	 post	
introducing	 the	 topic	 of	 the	 week,	 which	 was	 Sustainable	 Use	 of	 Waster,	 and	
encouraging	people	to	take	part	in	Meat	Free	Monday,	a	non	profit	initiative	founded	
in	 2003	 that	 was	 introduced	 in	 Sustainable	 Food	 Week	 to	 encourage	 staff	 and	
students	 to	 eat	 less	 meat.	 The	 post	 triggered	 a	 conversation	 between	
SustainableDMU	 and	 5	 Facebook	 Fans	 (as	 shown	 in	 Figure	 36),	 page	 191	 who	
contributed	 with	 their	 knowledge,	 experiences,	 and	 opinions,	 around	 the	 issue	 of	












increase;	 it	 is	 however	 unclear	which	metric	 influence	 the	 other.	 It	 is	 possible	 that	
activity	 increases	 because	 Page	 Likes	 have	 increased.	 A	 reinforcement	 of	 this	








Page,	 posting	 to	 its	 Timeline,	 liking,	 commenting	 or	 sharing	 posts,	 responding	 to	




Moreover,	 this	metric	 tracks	actions	that	will	 result	 in	 the	creation	of	a	story	 in	the	
Fan	 Feeds;	 this	 means	 that	 whenever	 people	 create	 stories	 the	 Page	 reaches	 a	
broader	audience.	Chart	7	shows	how	in	the	two	weeks	of	the	campaign,	when	more	













































People	 Talking	 about	 the	Page	metric	 is	 particularly	 important	 because	 it	 tells	 how	


























































































































06.08.12	 13.08.12	 20.08.12	 27.08.12	 03.09.12	 10.09.12	 17.09.12	 24.09.12	
14,1%	 54,2%	 21,3%	 9,8%	 0,0%	 7,3%	 11,0%	 22,1%	
During	
Campaign	
01.10.12	 08.10.12	 15.10.12	 22.10.12	 29.10.12	 05.11.12	 12.11.12	 19.11.12	
19,1%	 19,6%	 26,9%	 26,9%	 19,1%	 73,2%	 27,4%	 19,3%	
After	
Campaign	
26.11.12	 03.12.12	 10.12.12	 17.12.12	 24.12.12	 31.12.12	 07.01.13	 14.01.13	
12,4%	 2,9%	 2,2%	 0,7%	 0,0%	 3,6%	 0,7%	 0,7%	




activity	 on	 the	 Page,	 but	 that	 Fans	 were	more	 engaged	 in	 liking,	 commenting	 and	
sharing	during	the	campaign,	which	is	per	se	a	consequence	of	a	more	engaging	and	
active	 Page.	 The	 number	 of	 people	 engaging	 with	 the	 content	 on	 the	 Page,	 and	
therefore	 engaging	 with	 issues	 related	 to	 sustainability,	 has	 increased	 during	 the	
campaign	 period.	 As	 such	 it	means	 that	 sustainability	was	 a	more	 popular	 topic	 of	
discussion	in	DMU	social	media	network.		







On	Twitter,	 retweets	have	highly	 increased	during	 the	campaign,	as	shown	 in	Chart	
10.	Retweets	are	an	important	part	of	Twitter,	because	they	can	largely	increase	the	
Reach	of	one’s	account.	 If	many	people	or	people	with	a	high	number	of	Followers	
retweet	someone’s	tweet	the	 information	can	spread	rapidly	and	‘go	viral18’,	 that	 is	
reach	hundreds	or	thousands	of	people	in	few	minutes.		
Table	 20	 shows	 the	 Top	 Five	 most	 retweeted	 SustainableDMU’s	 tweets	 during	
campaign.	 In	parallel	with	what	happened	on	Facebook,	 three	out	of	 the	 five	most	





































































































































5	 4089	 DMU	 Tweet	
Table	20.	Top	Five	retweeted	tweets	of	@SustainableDMU	in	the	campaign	period.	Data	tracked	with	
Crowdbooster	from	August	2012	to	January	2013	
What	 it	 is	 also	 noteworthy	 is	 that	 the	most	 retweeted	 SustainableDMU	 tweet	 has	
been	the	one	talking	about	the	pedestrianisation	of	the	central	road	in	DMU	campus	
(see	Figure	11),	as	on	Facebook.		









of	 the	 account,	 making	 it	 possible	 for	 new	 users	 to	 see	 the	 tweets	 and	 therefore	
making	it	possible	for	new	people	to	follow	the	account.	On	the	other	hand,	what	is	
important	is	not	only	the	number	of	people	that	the	account	could	potentially	reach,	
but	 the	 actual	 number	 of	 people	 interacting	 with	 the	 account.	 Therefore,	 the	 two	













Although	 Retweets	 are	 relevant	 to	 understanding	 the	 reach	 of	 SustainableDMU	on	
Twitter	 and	are	 a	 first	measure	of	 engagement,	what	 is	more	 insightful	 in	order	 to	







have	been	higher	 in	 the	 last	 two	weeks	of	 the	campaign,	suggesting	that	either	 the	
discussed	topics	(water	and	waste)	were	more	interesting	to	the	Twitter	audience,	or	
that	after	interaction	has	been	going	on	for	a	while	the	audience	started	enjoying	the	
conversation	 with	 SustainableDMU.	 The	 second	 hypothesis	 seems	 quite	 likely	











06.08.12	 13.08.12	 20.08.12	 27.08.12	 03.09.12	 10.09.12	 17.09.12	 24.09.12	
































































01.10.12	 08.10.12	 15.10.12	 22.10.12	 29.10.12	 05.11.12	 12.11.12	 19.11.12	
0,54	 0,19	 0,34	 0,31	 0,40	 0,48	 0,45	 0,45	
After	
Campaign	
26.11.12	 03.12.12	 10.12.12	 17.12.12	 24.12.12	 31.12.12	 07.01.13	 14.01.13	







low,	 there	 has	 been	 a	 very	 large	 increase	 in	 the	 number	 or	 tweets	 from	






is	 a	 measure	 of	 the	 people	 who	 have	 retweeted,	 mentioned,	 or	 replied	 to	
SustainableDMU	 in	 the	 analysed	 period.	 It	 gives	 therefore	 insight	 into	 how	 many	
people	 were	 interacting	 with	 SustainableDMU	 and	 therefore	 it	 tells	 how	 well	
SustainableDMU	was	engaging	its	followers.		






From	 Chart	 12	 it	 can	 be	 seen	 that	 there	 has	 been	 an	 increase	 in	 the	 number	 of	
engaged	users	around	SustainableDMU.	The	previous	to	intervention	peak	is	relative	
to	 the	 already	 mentioned	 participation	 around	 the	 pedestrianisation	 of	 Mill	 Lane	
(Figure	11).	A	stronger	indication	of	participation	is	shown	in	Table	22	thanks	to	the	




06.08.12	 13.08.12	 20.08.12	 27.08.12	 03.09.12	 10.09.12	 17.09.12	 24.09.12	
0.02	 0.09	 0.06	 0.01	 0.02	 0.03	 0.05	 0.08	
During	
Campaign	
01.10.12	 08.10.12	 15.10.12	 22.10.12	 29.10.12	 05.11.12	 12.11.12	 19.11.12	
0.11	 0.05	 0.13	 0.07	 0.10	 0.11	 0.06	 0.08	
After	
Campaign	
26.11.12	 03.12.12	 10.12.12	 17.12.12	 24.12.12	 31.12.12	 07.01.13	 14.01.13	




















































































































































































Twitter	 than	 on	 Facebook.	 And	 even	 though	 the	 perception	 of	 the	 researcher	was	
that	 during	 the	 implementation	 of	 the	 campaign	 most	 of	 the	 conversations	 were	
happening	on	Twitter.	This	may	be	due	to	the	fact	that	Fans	on	Facebook	were	more	
interested	in	the	topics	discussed	and	therefore	more	likely	to	engage,	but	also	to	the	
intrinsic	 characteristics	 of	 the	 two	 platforms.	 As	 already	mentioned,	 tweets	 have	 a	
very	 short	 life,	 because	 Twitter	 used	 to	 show	 tweets	 in	 a	 chronological	 order	 and	
because	 the	 amount	 of	 information	 shared	 is	 generally	 vast;	 in	 a	 matter	 or	 few	
minutes,	if	not	seconds,	they	can	disappear	from	the	Twitter	feed,	depending	on	the	
number	of	people	one	 is	 following.	Therefore	 it	 is	very	easy	 that	a	 tweet	gets	 ‘lost’	






To	 be	 able	 to	 draw	 conclusions	 on	 the	 ability	 of	 social	 media	 to	 generate	
conversations	 is	 necessary	 to	 reflect	 on	 the	 characteristics	 that	make	 a	 post/tweet	

















Posts	 with	 competition	 (see	 for	 example	 Figure	 17)	 have	 a	 higher	 number	 of	
interactions,	followed	by	posts	with	picture	(see	Figure	16).		




































































Facebook.	 Following	 DMU,	 the	 topics	 that	 drove	 the	 most	 interaction	 have	 been	
electricity	 and	 food.	 Electricity	 Week	 was	 the	 third	 week	 of	 the	 campaign,	 and	





Regarding	 the	 other	 most	 popular	 topic,	 the	 sustainability	 of	 food,	 it	 is	 not	 a	






observed	 previously,	 this	 was	 due	 to	 the	 increased	 number	 of	 Fans	 of	










shared	 content	 related	 with	 DMU	 had	 a	 higher	 interaction	 than	 other	 posts.	 This	
relates	back	to	Table	18	and	Table	20,	where	it	could	be	seen	that	the	majority	of	the	
top	five	posts/tweets	were	talking	about	DMU.	This	is	therefore	not	only	true	for	the	





























































































Regarding	 the	 other	 most	 popular	 topic,	 the	 sustainability	 of	 food,	 it	 is	 not	 a	









































waste,	 and	 transport,	 making	 Twitter	 slightly	 different	 from	 Facebook,	 where	 the	
most	popular	topic	was	DMU.	On	Twitter,	DMU	is	almost	the	least	popular	topic	that	
encouraged	interaction	and	it	also	is	under	the	average.		






From	 the	 above	 analysis	 it	 emerges	 that	 Facebook	 is	 a	 better	 platform	 for	
engagement	than	Twitter.	The	average	post	gets	2.38	actions	compared	to	the	0.57	
action	of	the	average	tweet.	However,	when	we	look	at	the	overall	actions	Facebook	
fostered	 305	 comments,	 likes,	 and	 shares	 during	 the	 eight	 weeks	 of	 campaign;	
whereas	Twitter	promoted	458	retweets,	mentions	or	favourites.		
Although	 it	 is	 true	 that	 actions	 per	 post	 are	 lower	 on	 Twitter,	 the	 engagement	
created	 is	 overall	 higher;	which	was	one	of	 the	 aims	of	 the	 campaign.	 The	 reasons	
























































posts	and	 tweets	 that	 include	a	picture,	performed	better	 than	other	posts/tweets.	








To	understand	 the	creation	of	conversations	 in	more	depth,	 it	 is	possible	 to	have	a	
look	at	the	conversations	created	on	the	two	platforms.	Conversations	are	defined	as	
an	exchange	of	messages	or	 tweets	between	SustainableDMU	and	other	users	 in	 a	
number	that	is	higher	than	two.		
Table	 23	 presents	 the	 conversation	 created	 by	 SustainableDMU	 on	 Twitter	 and	
Facebook	before,	during	and	after	the	campaign.	It	can	be	seen	that	in	both	cases	not	
only	 the	absolute	number	of	 conversation	 increased,	but	 they	became	 longer,	with	
more	messages/tweets	per	conversation,	and	they	engaged	more	users.	This	suggests	
that	 the	 campaign	 had	 the	 positive	 outcome	 of	 engaging	more	 people	 in	 a	 higher	
number	and	 longer	conversations	around	the	 issue	of	sustainability	both	on	Twitter	
and	Facebook.	However,	Twitter	has	been	more	successful	in	creating	conversations.	
As	 stated	earlier,	 the	 ratio	Engaged	Users/Followers	was	 lower	on	Twitter	 than	 the	
ratio	 Engaged	 Users/Page	 Fans	 on	 Facebook	 suggesting	 Facebook	 was	 a	 more	





















Facebook	 0	 0	 0	
Twitter	 1	 1	 3	
13/08/12	
Facebook	 1	 11	 3	
Twitter	 0	 0	 0	
20/08/12	
Facebook	 1	 2	 3	
Twitter	 1	 1	 2	
27/08/12	
Facebook	 0	 0	 0	
Twitter	 0	 0	 0	
03/09/12	
Facebook	 0	 0	 0	
Twitter	 1	 1	 2	
10/09/12	
Facebook	 1	 1	 3	
Twitter	 3	 3	 2,67	
17/09/12	
Facebook	 1	 1	 1	
Twitter	 4	 4	 2	
24/09/12	
Facebook	 3	 4	 3	




Facebook	 1	 2	 11	
Twitter	 8	 9	 3,75	
08/10/12	
Facebook	 1	 1	 5	
Twitter	 5	 5	 3,20	
15/10/12	
Facebook	 2	 4	 2,5	
Twitter	 14	 18	 4,93	
22/10/12	
Facebook	 4	 13	 8,75	
Twitter	 9	 9	 3,67	
29/10/12	
Facebook	 3	 4	 3,66	
Twitter	 16	 17	 3,63	
05/11/12	
Facebook	 6	 16	 3,66	
Twitter	 19	 25	 4,26	
12/11/12	
Facebook	 3	 5	 12,62	
Twitter	 9	 9	 3,67	
19/11/12	
Facebook	 8	 13	 3,37	
Twitter	 15	 19	 3,8	
After	
Campaign	 26/11/12	
Facebook	 3	 3	 1	
Twitter	 3	 5	 8	




Facebook	 1	 2	 2	
Twitter	 7	 7	 3,57	
10/12/12	
Facebook	 0	 0	 0	
Twitter	 7	 7	 3	
17/12/12	
Facebook	 0	 0	 0	
Twitter	 2	 3	 2,5	
24/12/12	
Facebook	 1	 1	 1	
Twitter	 0	 0	 0	
31/12/12	
Facebook	 1	 2	 2	
Twitter	 1	 1	 2	
07/01/13	
Facebook	 0	 0	 0	
Twitter	 3	 3	 3,33	
14/01/13	
Facebook	 0	 0	 0	






The	 aim	 of	 this	 chapter	 was	 to	 explore	 quantitative	 approaches	 to	 social	 media	
evaluation	 in	order	 to	 shed	 light	on	 terms	 like	 ‘influence,’	 ‘impact’	and	 ‘reach.’	 Is	 it	
simply	how	many	friends,	followers,	re-tweets	or	likes	a	social	media	account	get	or	is	
something	deeper	going	on?	It	was	concerned	with	some	of	the	tools	and	approaches	





of	 the	 affected	 public	 (and	 this	 will	 be	 analysed	 in	 Section	 6.2.2).	 Similarly,	 the	
‘impact’	of	 the	process	cannot	be	a	 simple	measure	of	number	of	 likes	or	 retweets	
(second	 category),	 because	 it	 is	 unclear	what	 is	 the	meaning	 that	 people	 attach	 to	
those	 actions	 and	 as	 such	 if	 they	 constitute	 themselves	 an	 act	 of	 environmental	
citizenship	or	public	engagement.		
This	quantitative	review	and	analysis	of	the	social	media	campaign	has	shown	social	





the	 issue	 of	 sustainability.	 Advocates	 of	 social	media	 promise	much,	 yet	 there	 are	
significant	challenges	in	encouraging	social	media	users	to	participate	and	contribute	
to	the	online	conversation	on	social	media.		
Nevertheless,	 whilst	 this	 methodology	 has	 provided	 evidence	 of	 the	 dialogue	
between	 SustainableDMU	 and	 its	 community,	 it	 reveals	 little	 of	 the	 effect	 of	 this	
dialogue	 on	 the	 participants.	 Consequently	 a	 more	 in-depth	 analysis	 of	 the	
characteristic	of	the	community	and	a	content	analysis	of	on-line	conversations	was	




analysing	 social	 media	 data	 and	 it	 addresses	 the	 third	 objectives	 of	 the	 thesis:	 to	
analyse	 a	 social	 media	 participatory	 campaign	 and	 its	 effectiveness	 in	 facilitating	






• Were	 they	 already	 interested	 in	 sustainability	 (in	 other	 words,	 were	 they	
already	engaged	environmental	citizens)	or	were	they	new	to	the	topics?		
• What	motivated	them	to	follow	and	interact	with	the	account?	
This	answers	broader	questions	 regarding	 the	reach	of	social	media,	 that	 through	a	
purely	 quantitative	 approach	 could	 not	 be	 answered	 (as	 it	 is	 shown	 in	 Chapter	 5);	
namely	are	social	media	able	to	broaden	the	participation	audience,	or	do	they	simply	
increase	 the	 number	 of	 already	 engaged	 participants?	 Are	 conversations	 on	 social	
media	pointless	or	meaningful?	Can	social	media	generate	behaviour	change?		
This	 chapter	 is	 structured	 as	 follows.	 In	 Section	 6.1	 the	 notions	 of	 fairness	 and	
competence	are	presented	and	developed	as	a	conceptual	framework	in	order	for	it	
to	 be	 applied	 to	 on-line	 engagement.	 Following	 this,	 in	 Section	 6.2	 and	 6.3	 this	










of	 all	 affected	 parties	 to	 legitimately	 participate	 in	 the	 process.	 Competence	 is	 the	
ability	of	the	procedure	to	reach	the	best	outcome	possible	given	what	 is	knowable	



















Competence	 is	 evaluated	 through	 the	 achievement	 of	 other	 measures:	 (1)	 all	
participants	 must	 be	 granted	 access	 to	 relevant	 information,	 (2)	 constructive	
interactions	are	 to	be	promoted,	 (3)	 constructive	behaviours	need	 to	be	 facilitated,	


















In	 addition,	 public	 participation	 is	 based	 on	 the	 discussion	 and	 dialogue	 among	
participants;	 therefore	 discourses	 need	 to	 be	 competent	 as	 well.	 Grounding	 on	
Habermas’s	 Theory	 of	 Communicative	 Action	 (Habermas	 1984;	 Habermas	 1987),	
Webler	(1995)	defines	four	rules	for	the	evaluation	of	competence	of	the	discourses	
happening	 during	 the	 participatory	 process.	 An	 ‘ideal’	 speech	 is	 considered	
competent	when:	 (1)	 participants	meet	minimal	 standards	 for	 cognitive	 and	 lingual	
competence,	(2)	participants	have	access	to	the	knowledge	needed	to	make	validity	
claims	and	 criticise	others,	 (3)	 speakers	must	 verify	 the	 results	of	 expressive	 claims	
























The	 aim	 here	 then	 is	 to	 understand	 if	 conversations,	 happening	 on	 Twitter	 and	
Facebook,	 have	 the	 same	 depth	 of	 conversations	 happening	 offline	 during	 a	
participatory	process.	Some	researchers	in	fact	argue	that	online	technology	are	not	
designed	 for	 in-depth	 and	 elaborate	 critical	 discussion,	 the	 type	 that	 is	 able	 to	









better	 forms	of	 knowledge	 (Sustein	2008),	others	 are	of	 the	opposite	 idea;	 such	as	
Carr	who	argues	that	they	are	undermining	our	ability	to	read,	think,	and	remember	
(Carr	 2010);	 or	 such	 as	 Keen	who	 argues	 that	 social	media	 are	 eroding	 our	 values,	
standards,	 and	 creativity	 (Keen	 2008).	 A	 study	 on	 the	 deliberative	 power	 of	 the	
newspaper	comment	sections	(Richardson	&	Stanyer	2011)	shows	how	far	the	reality	
is	 from	 the	 ideal	 potential	 of	 those	websites	 for	 open,	 deliberative,	 and	 discursive	
exchange.	The	study	found	that	despite	the	greater	opportunities	for	readers	to	reply	
to	what	 they	were	 reading	 only	 few	of	 them	were	moved	 to	 comment.	Moreover,	
commenting	seemed	to	be	the	domain	of	 the	highly	opinionated	who	 left	no	signal	
that	 they	were	open	 to	 the	prospect	of	 changing	 their	mind	by	 the	 reasoning	with	
other	participants.		
 6.2 Fairness	
Claims	 have	 been	 made	 about	 social	 media	 of	 being	 democratic	 and	 granting	
everybody	 access	 to	 information.	 Although	 many	 scholars	 would	 disagree	 (Fuchs	
2007;	Carr	2010),	it	is	a	widespread	opinion	in	the	media	that	fairness	is	embedded	in	




accessed	 the	 internet	 daily,	 and	 74%	 of	 them	 accessed	 it	 through	 a	mobile	 phone	
(Office	for	National	Statistics	2015).	In	the	age	group	16-24	the	access	to	Internet	‘on	
the	go’	is	true	for	96%	of	them.	The	same	survey	reported	that	61%	of	UK	adults	using	
the	 Internet	 were	 also	 using	 social	 media.	 Among	 them,	 however,	 considerable	
differences	were	found	depending	on	the	age	group.		
A	survey	was	conducted	in	April	2012	to	understand	social	media	use	at	DMU.	Results	
(presented	 in	Chart	19)	 show	 that	82%	of	 respondents	owned	a	Facebook	account,	
whereas	 only	 the	 47%	had	 a	 Twitter	 profile.	Of	 those	 there	 are	 certain	 differences	
related	 to	 the	 age	 group.	Chart	 19	 shows	 that,	 although	 Facebook	 is	more	popular	
168	 Can	 environmental	 citizenship	 be	 enhanced	 through	 social	 media?	 A	 case	 study	 of	
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process	 built	 on	 social	 media	 would	 have	 been	 able	 to	 reach	 a	 large	 majority	 of	
people	at	DMU,	although	not	everyone.		
Great	efforts	were	placed	by	 the	SustainableDMU	team	 in	enlarging	 the	 size	of	 the	
community,	which	 is	 the	number	of	people	 involved,	 through	different	activities,	as	
this	 is	mentioned	as	 an	 important	 factor	 for	 the	 fairness	of	 the	process:	“the	more	

























Understanding	 the	 fairness	 of	 the	 process	 means	 understanding	 the	 people	 who	
interacted	 with	 SustainableDMU	 during	 the	 process.	 As	 previously	 mentioned,	
different	 actions	were	 taken	by	 the	 SustainableDMU	 team	 to	 increase	 the	 reach	of	
the	 account.	 Those	 actions	 were	 intended	 to	 enlarge	 SustainableDMU	 community	









71	 single	 users	 engaged	 in	 actions	 (either	 a	 like,	 comment,	 or	 share)	 with	
SustainableDMU	during	the	campaign.	Active	followers	are	represented	in	Figure	16.	
Of	those	only	20	(that	is	the	28%)	were	old	fans	(on	the	left	of	the	figure),	in	the	sense	
that	 they	 have	 interacted	 with	 SustainableDMU	 in	 the	 8	 weeks	 previous	 to	 the	
campaign;	 therefore	 they	 are	 considered	 already	 engaged	 around	 the	 issues	 of	
sustainability	(and	are	called	‘Green	fans’	and	illustrated	in	green	and	with	a	dashed	
line).		









with	 SustainableDMU,	 and	 the	Non-green	 ones,	who	 have	 not	 formerly	mentioned	
environmental	 issues.	 However,	 it	 needs	 to	 be	 noted	 that	 the	 process	 of	 selecting	
their	 interest	 about	 sustainability	 was	 difficult,	 because	 Facebook	 does	 not	 allow	
users	 to	 see	 other	 users’	 Timelines	 unless	 they	 are	 Friends.	 Therefore	 for	 many	
people	 it	was	not	possible	 to	 see	 their	 complete	Timeline,	but	only	 the	 things	 they	
have	decided	to	make	public.		
From	 this	 analysis	 it	 emerges	 that	 only	 a	 minority	 of	 them	 were	 talking	 about	













Therefore	what	 is	 interesting	 is	to	analyse	the	engagement	of	those	30	fans	(15	old	
and	 15	 new	 fans;	 23	 Green	 and	 7	 Non-green	 fans)	 who	 engaged	 in	 multiple	
interactions	 with	 SustainableDMU	 to	 understand	 if	 the	 people	 that	 interacted	 and	
conversed	 more	 with	 SustainableDMU	 are	 only	 the	 people	 that	 were	 already	
interested	in	sustainability	or	if	other	people	interacted	as	well.	Figure	17	shows	that	
the	Old	fans	group	is	composed	of	15	fans	responsible	for	126	actions	(that	is	the	68%	




Figure	18	 shows	 instead	 the	New	 fans	group;	 the	group	was	again	composed	of	15	
fans	but	 they	were	 responsible	 for	only	60	actions	 (32%	of	 total).	 In	 the	group	 it	 is	
possible	 to	 isolate	 again	 a	 small	 percentage	 of	 very	 active	 fans,	 in	 this	 case	 only	 3	
people	(that	is	20%	of	total	New	fans)	who	were	responsible	for	half	of	the	actions.		










After	 having	 analysed	 if	 previous	 interaction	 with	 SustainableDMU	 impacted	
participation	 in	 conversations,	 the	 activity	 of	 Green	 fans	 is	 here	 analysed,	 as	 it	 is	






































talking	 about	 sustainability	 on	 Twitter.	 As	 Figure	 20	 shows,	 the	 59%	 of	 active	




followers	 and	 22	 old	 ones)	 who	 engaged	 in	 multiple	 interactions	 with	
SustainableDMU.		
Figure	 21	 and	 Figure	 22	 show	 who	 were	 the	 followers	 most	 responsible	 for	
interaction	 in	 the	 Old	 and	 New	 groups.	 The	 Old	 followers	 group,	 composed	 of	 22	

















35%	of	active	 followers	 (the	Old	ones)	were	 responsible	 for	 the	36%	of	 interaction,	
whereas	65%	of	followers	(the	New	ones)	were	accountable	for	64%	of	total	actions.	
Therefore	the	old	 followers	have	been	only	slightly	more	active	than	the	new	ones.	
However,	 in	 both	 groups	 there	 is	 a	 more	 active	 group	 with	 around	 20%	 of	 users	
responsible	for	50%	of	interactions	in	both	groups.	
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The	 Green	 followers	 as	 shown	 in	 Figure	 23	were	 by	 far	 the	 largest	 (70%	 of	 active	
followers)	and	most	active	group	(80%	of	tweets).	 Inside	the	group	there	was	not	a	
clear	 division	 between	 very	 active	 followers	 and	 non	 very	 active.	 In	 both	 groups	





The	 Non-green	 followers	 group	 (no	 picture	 illustrating	 this	 group)	 is	 a	 small	 group	
who	was	responsible	for	only	20%	of	interaction.	This	group	was	not	very	committed	
to	participate	with	SustainableDMU.		
From	 this	 analysis	 it	 is	 possible	 to	 see	 a	 substantial	 difference	 in	 participation	
between	the	two	groups;	Green	followers	(70%	of	active	followers)	being	responsible	
for	 80%	of	 interaction,	with	 an	average	6.1	 tweets	per	person;	whereas	Non-green	





that	who	 engages	 is	 as	 important	 as	 how	 many.	 This	 quantitative	 analysis	 of	 the	







corroborates	 the	 idea	 that	 on	 social	 media	 it	 is	 easier	 to	 talk	 to	 the	 ‘already	
converted’,	hence	enlarging	the	audience	of	people	who	are	already	interested	in	the	




or	 by	 replying	 to	 a	 follower’s	 tweet.	 However,	 some	 conversations	 were	
spontaneously	 started	 by	 followers,	 for	 example	 the	 one	 presented	 in	 Figure	 24,	
which	shows	a	conversation	started	by	TW1	regarding	lights	being	left	on	in	Queens	
Building	without	any	evident	purpose.	The	topic	of	this	conversation	is	very	profound,	










by	 a	 question	 posed	 by	 SustainableDMU	 or	 a	 post	 shared	 on	 the	 Page.	 However,	



















by	 SustainableDMU,	 they	 demonstrate	 the	 possibility	 and	 easiness	 of	 initiating	
threads	on	Facebook.		
In	 conclusion	 it	 is	 possible	 to	 say	 that	 people	 were	 given	 the	 possibility	 to	 easily	
initiate	 conversation	 threads	 both	 on	 Twitter	 and	 Facebook.	 However,	 few	
participants	 took	 the	 possibility	 of	 starting	 new	 conversations;	 they	 generally	
preferred	to	 interact	around	the	topics	suggested	by	SustainableDMU.	The	fact	that	
interaction	happens	online	and	not	face-to-face	can	have	two	sides:	on	one	hand,	it	
can	 facilitate	 the	 beginning	 of	 new	 conversations	 since	 people	 are	 less	 intimidated	
because	more	anonymous;	on	 the	other	hand	however,	 they	do	not	 feel	 the	 social	
pressure	of	other	participants	or	facilitators	during	the	meeting	that	might	stimulate	
them	 to	 verbalise	 their	 concerns	or	opinions.	Moreover,	 a	 ‘constraint’	 can	 come	 to	
the	depth	of	participants’	commitment;	not	having	accepted	to	join	a	meeting	and	sit	
with	other	people	in	a	room	for	a	certain	amount	of	time	might	mean	that	only	the	
people	very	engaged	with	 the	 topic	will	 choose	 to	participate	 in	 the	discussion	and	
start	 their	 own	 threads,	 as	 it	 is	 suggested	 by	 the	 fact	 that	 the	 majority	 of	 active	
participants	were	already	interested	in	sustainability	prior	to	the	campaign.		




During	 the	 intervention,	not	participation	 in	discussion	was	highly	encouraged	with	
questions	 posted	 multiple	 times	 a	 day	 by	 SustainableDMU	 and	 by	 promoting	
discussion	 between	 users.	 SustainableDMU	 furthermore	 replied	 to	 all	 the	





“I	 liked	 the	 fact	 that	 SustainableDMU	was	a	presence	 that	 you	





Another	 participant,	 P24,	 also	 mentioned	 in	 the	 interview	 the	 fact	 that	
SustainableDMU	 “more	 than	 anything	 it	 generated	 some	 discussions”	 [P24]	 during	
the	campaign.		
Although	everybody	was	free	to	participate	and	regularly	encouraged	to,	only	a	small	
percentage	 did:	 on	 Twitter	 122	 single	 users	 (28%)	 engaged	 in	 actions	 (either	 a	
mention,	 retweet,	 or	 favourite)	 with	 SustainableDMU	 during	 the	 campaign.	 On	
Facebook	the	number	of	people	interacting	was	higher:	65	people	(48%)	engaged	in	
actions	 (either	 a	 comment,	 like,	 or	 share)	 with	 SustainableDMU.	 On	 average	
therefore,	 1	 every	 3	 fans/followers	 participated	 in	 the	 discussion	 with	
SustainableDMU.	However,	this	is	an	issue	of	traditional	processes	as	well.	Depending	
on	the	group	composition,	the	internal	dynamics	and	the	individual	characteristics	of	
participants	 can	 considerably	 affect	 the	 outcome	 of	 the	 discussion.	 It	 can	 in	 fact	
happen	 that	 a	 small	 group	 of	 very	 outspoken	 individuals	 can	 formulate	more	 than	











which	 means	 that	 the	 28%	 of	 followers	 were	 exchanging	 tweets	 or	 retweeting	
SustainableDMU’s	messages.	A	first	distinction	can	be	made	between	those	followers	
who	 interacted	only	once	 (and	 in	most	cases	with	a	 retweet,	which	 is	 considered	a	
low	form	of	engagement)	and	those	who	interacted	more	than	once.		






active	 participants	 who	 are	 responsible	 for	 the	 majority	 of	 comments.	 Figure	 28	
illustrates	how	many	people	were	responsible	for	the	majority	of	actions.		





It	 is	evident	 that	 there	are	 few	very	active	participants	who	are	 responsible	 for	 the	
majority	 of	 them;	 in	 fact	 8.6	 followers	 were	 responsible	 for	 the	 50%	 of	 tweets,	
whereas	47.4	followers	did	the	remaining	50%.	From	this	it	follows	that	there	are	few	
voices	 that	 are	 heard	 more	 often	 than	 others	 and	 therefore	 discussion	 might	 be	
biased	 towards	 their	 views.	 The	 qualitative	 characteristics	 of	 these	 very	 active	
followers	will	be	 investigated	 in	Section	6.3,	which	analyses	 the	competence	of	 the	
process.	
 6.2.4.2 Participation	in	the	discussion	on	Facebook	
On	 Facebook	 there	 were	 70	 active	 fans,	 over	 a	 general	 audience	 of	 135	 people,	





The	 division	 is	 illustrated	 in	 Figure	 29;	more	 than	 half	 (58%)	 of	 the	 fans	 interacted	
only	 one	 time,	 showing	 a	 low	 intention	 to	 participate	 in	 the	 discussion.	 A	 lower	














From	 the	 figure	 it	 is	 evident	 that	 there	 are	 few	 very	 active	 participants	 who	 are	
responsible	 for	 the	 majority	 of	 likes,	 comments,	 and	 shares.	 On	 Facebook	 the	
disparity	 is	 even	 more	 accentuated	 than	 on	 Twitter.	 In	 fact	 only	 6	 fans	 were	
responsible	 for	 the	 50%	 of	 actions,	 whereas	 65	 people	 took	 responsibility	 for	 the	
other	50%.		




Facebook	 for	 a	 public	 engagement	 process	 need	 to	 be	 aware	 of	 the	 difficulties	 of	
engaging	people	on	the	social	network,	despite	the	widespread	belief	that	‘everyone’	
is	 using	 Facebook	 and	 is	 checking	 it	 many	 times	 a	 day.	 Although	 this	 is	 true,	 not	
everyone	 then	 decides	 to	 participate	 in	 the	 conversation.	 Therefore	 the	 risk	 of	





As	Webler	and	Tuler	 (2000,	p.	571)	 state	“competence	 refers	 to	 the	 construction	of	
the	best	possible	understanding	and	agreement	given	what	is	reasonably	knowable	to	
the	participants	at	 the	 time	 the	discourse	 takes	place”.	Competence	has	 to	do	with	
factors	 such	 as:	 (1)	 access	 to	 information	 and	 its	 interpretation,	 (2)	 promotion	 of	
constructive	 interactions,	 (3)	 facilitation	of	 constructive	personal	behaviour,	and	 (4)	
use	of	the	best	available	procedures	for	selecting	knowledge	(Webler	&	Tuler	2000;	
Webler	et	al.	2001).	Therefore	competence	deals	with	the	depth	and	breadth	of	the	
discourses	 taking	 place	 during	 the	 process.	 Discourses	 are	 defined	 as	 shared	 and	
structured	 ways	 of	 speaking,	 thinking,	 interpreting	 and	 representing	 the	 world	
(Webler	et	al.	2001).		
To	 analyse	 the	 results	 regarding	 the	 competence	 criteria	 conversations	 will	 be	
compared	to	the	principles	to	draw	insights.	
 6.3.1 Access	to	 information	and	 its	 interpretation.	Were	fans/followers	provided	
with	relevant	information?	
As	presented	in	Chapter	4	(Methodology),	the	campaign	was	managed	mainly	by	one	
person:	 the	 researcher	writing	 this	 thesis.	The	 information	disseminated	via	Twitter	
and	 Facebook	 was	 generally	 prepared	 by	 myself	 individually,	 informed	 by	 past	





possible	given	 the	 time	constraint.	The	 sustainability	and	 transport	officers	at	DMU	
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This	 conversation	 is	 not	 an	 example	 where	 fans	 and	 followers	 were	 sharing	 their	
knowledge	with	others,	but	it	is	informative	to	show	how	access	to	expert	knowledge	
was	provided	when	necessary,	that	is	when	the	community	on	social	media	could	not	





way	 around.	 There	 were	 few	 cases	 were	 followers	 interacted	 among	 themselves	
through	 the	 facilitation	 of	 SustainableDMU.	 In	 most	 of	 the	 cases	 when	 followers	



















The	 figure	 reports	 a	 short	 conversation	 started	 by	 a	 question	 posed	 by	
SustainableDMU.	The	two	fans	were	interacting	with	each	other	and	it	is	evident	that	
they	 knew	 each	 other;	 they	 are	 the	 two	 other	 managers	 of	 the	 SustainableDMU	




Interaction	on	social	media	 is	quite	different	 from	 interaction	 in	a	 traditional	public	
engagement	meeting;	first,	people	are	not	together	and	cannot	see	each	other	face-
to-face;	 second,	 interaction	might	or	might	not	be	happening	simultaneously;	 third,	
interaction	 is	mediated	 by	writing,	which	make	 it	more	 difficult	 to	 express	 feelings	
and	 eliminate	 the	 non-linguistic	 component	 of	 verbal	 interaction	 (for	 example,	 the	
tone	of	people’s	voices,	their	hand	gestures,	etc.)	which	is	difficult	to	replicate	in	the	
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written	 form.	 Emoticons	 and	 icons	 try	 to	 cover	 this	 issue,	 but	 the	 presented	
participant	group	has	only	seldom	used	them.		
The	interviewees	repeatedly	mentioned	this	issue.	To	cite	one	example:	
“I	 think	 Twitter	 is	 harder	 because	 Twitter	 is	 reduced	 to	 140	
characters.	Things	like	sarcasm	with	any	written	media	is	hard	to	
get	those	sort	of	emotions	across;	you	are	joking,	you	are	being	
sarcastic…	 so	 I	 think	 people	 don’t	 always	 understand	 what	 is	
being	written	on	Twitter”.	[P18]	
As	mentioned	 in	 the	quote,	an	additional	 constraint	 is	posed	by	 the	140	characters	
restriction	 of	 Twitter,	 although	mostly	 considered	 a	 positive	 trait	 of	 the	 tool	 by	 its	
users.	 These	 factors	 make	 the	 facilitation	 of	 discussion	 on	 social	 media	 very	
challenging.	
 6.3.3 Tweets	 and	 comments	 must	 meet	 minimal	 standards	 for	 cognitive	 and	
lingual	competence	
 6.3.3.1 Twitter	
Generally,	 tweets	 exchanged	 by	 participants	 met	 the	 minimal	 standards,	 being	
articulated	 sentences	 although	 expressed	 in	 a	 very	 short	 form,	 due	 to	 the	 140	





explain	 opinions;	 what	 people	 like	 about	 Twitter	 is	 the	 fact	 that	 on	 Twitter	
information	is	in	a	short	format	so	that	it	is	easy	to	assimilate,	as	mentioned	by	one	
interviewee:	
“At	 first	 it	uses	 to	 frustrate	me	 to	use	only	140	characters,	but	





and	 they	 don’t	 have	 to	 read	 through	 all	 the	 stuff	 to	 get	 the	
message,	they’ve	got	the	message	there”.	[P14]	
On	 the	 other	 hand	P27	does	 not	 like	 that	 it	 is	 difficult	 for	 her	 to	 add	her	 opinions	
when	retweeting	something	because	there	is	no	space	for	doing	it,	and	she	mentions	
this	as	a	factor	that	would	make	her	more	or	less	happy	in	retweeting	things.		
“I	 get	 annoyed	 by	 the	 fact	 that	 you	 tweet	 something	 really	
interesting,	I	try	retweet	with	my	comment	and	I	go	over	the	140	
characters	and	 I	 just	 think	“I	 can’t	be	bothered”.	So	 that	hooks	
me	 seriously	as	one	of	 the	 reasons	why	 I	 don’t	 go	 further	with	
retweet”.	[P27]	
Therefore,	 the	 shortness	 of	 the	 tweets	 could	 be	 a	 constraint	 in	 using	 Twitter	 for	
deliberative	 purpose,	 people	 are	 not	 able	 to	 fully	 explain	 their	 views,	 given	 the	
shortness	of	space	for	expression.		
 6.3.3.2 Facebook	
Facebook	 does	 not	 share	 the	 problem	 of	 shortness	 of	 characters	 with	 Twitter;	
however,	 it	 is	 easy	 to	 find	 on	 Facebook	 comments	 that	 do	 not	 meet	 the	minimal	
standard.	Again,	this	is	something	that	did	not	happen	in	occasion	of	SustainableDMU	
campaign;	fans	were	very	careful	to	use	appropriate	language,	although	the	eventual	
‘OMG’.	 In	 Section	 7.4.1,	 the	 reasons	 reported	 by	 participants	 for	 being	 respectful	
during	the	campaign	will	be	presented.			
 6.3.4 Conflicting	validity	claims		
To	 start	 it	 needs	 to	 be	 said	 that	 not	 many	 conflicting	 claims	 were	 made	 by	
participants	during	the	campaign.	Although	people	were	asked	for	their	opinion	not	
many	 followers	 decided	 to	 express	 them.	 Therefore	 conversations	 were	 very	
respectful	and	most	of	the	time	expressed	concurring	opinions,	with	few	exceptions.	
This	 is	 not	 considered	 a	 very	 positive	 outcome	 given	 the	 public	 participation	
grounding	theory,	which	asserts	that	learning	is	achieved	when	people	with	different	
interests	and	opinions	come	together	and	learn	to	take	on	the	perspectives	of	others	
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(Webler	 et	 al.	 1995).	 Therefore	 if	 no	 contrasting	 opinions	 are	 expressed	 it	 is	
supposedly	 difficult	 to	 develop	 a	 long	 term	 and	 beyond	 the	 process	 learning.	 The	





tomatoes	 compared	 to	 non-organic	 ones.	 TW5	 replied	 by	 questioning	 the	 health	
benefits	 of	 a	 higher	 content	 of	 antioxidant	 in	 food,	 citing	 an	 NHS	 research.	
@SustainableDMU	 responded	 to	 this	with	his	 views	 about	 organic	 farming	 and	 the	
impact	beyond	individual	health	of	such	an	approach.	However,	the	conversation	did	




and	 is	 presented	 in	 Figure	 35.	 The	 conversation	 happened	 the	 week	 immediately	


















conversations	 were	 sustained	 contemporarily.	 However,	 the	 two	main	 participants	
are	 TW6	 and	@SustainableDMU,	who	 in	 this	 instance	 present	 itself	 as	 the	 ‘expert’	




him	 reflect	 about	 the	 ethical	 implications.	 It	 seems	 therefore	 that	 TW6	 is	 open	 to	
listen	to	others’	views	and	that	the	discussion	had	some	impact	on	him.	This	is	a	clear	
example	of	Twitter	not	being	a	 ‘pointless	bubble’,	but	being	a	medium	 for	 learning	
and	debating.	















are	 people’s	 opinions.	 If	 you	 want	 to	 claim	 something	 is	




It	 is	manifest	here	 that	 the	 intention	of	TW2	to	participate	 in	 the	conversation	was	
not	only	to	discuss	the	ethics	of	the	Fairtrade	system,	but	specifically	to	comment	on	
the	 trustworthiness	of	 the	cited	 sources	and	on	 the	use	of	 social	media	 for	 validity	
claims	in	an	institutional	context.		
 6.3.4.2 Facebook	
On	 Facebook	 interaction	 was	 similar	 to	 Twitter	 concerning	 conflicting	 claims;	 few	
were	made	 and	 the	majority	 of	 the	 people	 added	 their	 comments	 in	 line	with	 the	
opinions	presented	by	SustainableDMU.	However,	during	the	sustainable	food	week	a	
protracted	 conversation	 occurred	 between	 SustainableDMU	 and	 three	 other	
followers,	which	is	presented	in	Figure	36.		










conversation	 regarding	 an	 accessory	 topic,	 Meat	 Free	 Monday 22 .	 Second,	 very	
positively,	 the	 first	 fan	 asked	 why	 meat	 free	 and	 when	 prompted	 to	 an	 article	




back	 in	 the	discussion,	with	 the	 intention	of	 having	 a	 thorough	 conversation	 about	
the	issue,	a	characteristic	that	can	lead	to	learning.		
One	of	the	participants	mentioned	the	conversation	during	his	 interview	and	stated	
that	he	 learnt	 something	new	and	 that	 the	 information	presented	could	have	been	
true,	but	he	was	not	very	convinced	by	the	evidence	presented.	Therefore	it	is	clear	





Finally,	 and	 less	 positively,	 the	 conversation	 did	 not	 discuss	 about	 environmentally	






University,	 therefore	 expressing	 something	 overly	 critical	 regarding	 the	 university	




Mondays to	improve	their health and	the health	of	the	planet.	
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These	 comments	 demonstrate	 that	 social	 media	 can	 have	 a	 strong	 impact	 on	 the	
institution	when	people	choose	to	use	their	deliberative	power	and	ask	for	a	change.		
“It’s	 difficult	 because	 you	 have	 to	 make	 some	 decisions	 about	
how	boundaried	you	are	and	I	am	not.	So…	I	tweet	all	the	time	
but	 my	 Twitter	 feed,	 my	 biography	 don’t	 mention	 DMU	 […]	 I	
don’t	 mention	 DMU	 because	 of	 DMU	 social	 media	 policy.	
Because	 the	 things	 that	 I	 write	 about	 are	 quite	 political	 and	
contentious,	so	I	need	to	try	to	maintain	some	distance”.	[P11]	
Although	these	comments	show	that	it	can	be	difficult	to	freely	express	opinions	on	
social	 media	 in	 the	 context	 of	 an	 institution,	 as	 people	 will	 be	 able	 to	 tell	 who	 is	













provide	 information	 related	 to	 the	 claims	 they	 are	making,	 given	 the	 fact	 that	 it	 is	




NHS	 article	 to	 ground	 his	 conflicting	 statements	 with	 the	 view	 expressed	 by	
@SustainableDMU.		
An	 insightful	 case	 in	 which	 followers	 supported	 their	 statements	 with	 more	
information	is	the	case	in	which	they	used	Twitter	as	a	tool	to	communicate	with	the	
DMU	 energy	 management	 team.	 This	 happened	 in	 a	 couple	 of	 occasions	 (as	
presented	in	Figure	37,	Figure	38	and	Figure	39).	The	use	of	social	media	as	a	tool	to	
communicate	with	the	energy	and	maintenance	team	have	been	evaluated	by	Lehrer	











The	 communication	 was	 encouraged	 and	 positively	 accepted	 by	 SustainableDMU	




























Without	access	 to	 the	 relevant	knowledge	participants	 in	 fact	are	not	able	 to	make	
any	decision.	Therefore	it	is	key	not	only	that	the	relevant	knowledge	is	provided	and	









“If	 I	 follow	 an	 hundred	 people	 some	 of	 them	 are	 on	 Twitter	
constantly.	And	 there’s	news	organisation	 that	 I	 follow	as	well.	





P18,	 one	 of	 the	 managers	 of	 SustainableDMU	 account,	 mentioned	 the	 issue	 and	
highlighted	the	difficulty	of	being	heard	in	the	network:	





day	 […]	 But	 that’s	 half	 an	 hour	 of	 my	 day.	 I	 don’t	 know	 how	
students	do	it.	I	guess	if	we	hit	them	because	they	are	looking	at	
it	 then	 we	 are	 lucky	 or	 there	 are	 people	 out	 there	 who	 are	
following	 us	 because	 they	 are	 actually	 genuinely	 interested	 in	
what	we	say”.	[P18]	
Therefore,	 it	 is	 apparent	 that	 an	 issue	 exist	 about	 the	 depth	 of	 penetration	 of	 the	
information	provided	through	Twitter	and	Facebook,	and	especially	through	Twitter,	
because	of	 the	 large	quantity	of	 competing	 information	and	 the	 rapidity	of	 flow	of	
such	 knowledge.	 Whereas	 during	 traditional	 participatory	 process	 people	 are	
provided	 with	 books	 or	 reports	 previous	 to	 the	 meetings	 or	 during	 those	 in	
preparation	 for	 the	 next	 ones,	 here	 people	 are	 asked	 to	 comment	 immediately	 on	
research,	links,	and	so	on.		
Therefore,	 questions	 arise	 as	 to	 whether	 they	 can	 elaborate	 a	 new	 and	 original	
opinion	 based	 on	 the	 provided	 evidence,	 or	 if	 they	 will	 present	 opinions	 formed	
during	previous	experience.	This	is	an	issue	of	learning	during	the	process	and	as	such	
will	be	discussed	in	the	next	chapter.		
 6.3.6 Speakers	 must	 verify	 the	 results	 of	 any	 attempt	 to	 translate	 expressive	
claims.		
Habermas	defines	expressive	claims	as	those	speech	acts	where	“the	speaker	refers	to	
something	 in	his	subjective	world,	and	 in	such	a	way	that	he	would	 like	to	reveal	 to	
the	public	an	experience	to	which	he	has	privileged	access”	(Habermas	1984,	p.	326).	
Expressive	 claims	 deal	 with	 the	 truthfulness	 of	 participants,	 the	 sincerity	 and	
authenticity	in	what	they	say.		
















do	 sort	 of	 influence	 the	 way	 you	 interact	 on	 Twitter	 or	 value	








Therefore	 trust	 is	 a	 major	 issue	 on	 social	 media;	 it	 is	 difficult	 to	 understand	 the	
people	 to	 trust,	which	 is	why	people	 rely	on	already	 created	offline	 relationship	or	
they	rely	on	well-know,	established	figures	(as	mentioned	by	P11).		




through	 their	 fingers,	 rather	 than	 their	 minds.	 I	 don’t	 see	 a	
problem	with	 it,	 to	 be	 honest.	 I	 think	 that	 if	 people	 are	 being	
honest,	then	fine,	I	am	happy	to	see	it”.	[P32]	





trust	 than	 others	 because	 they	 are	more	 accustomed	 to	 the	 tool	 or	 because	 they	
were	 ‘born’	 with	 it.	 Research	 have	 found	 a	 correlation	 between	 age	 and	 trust	 or	
privacy	 disclosure	 on	 social	media	 (Dwyer	 et	 al.	 2007).	Moreover,	 in	 a	 study	 about	





The	chapter	explored	SustainableDMU	campaign	 through	 the	 lenses	of	 fairness	and	
competence,	the	first	two	criteria	for	the	evaluation	of	the	success	of	a	participatory	
process.	It	also	analysed	the	differences	of	the	process	as	implemented	through	social	
media.	As	presented,	 the	criteria	are	highly	effective	 in	evaluating	 the	campaign	on	
social	media	and	offer	vast	insights.		
From	the	presented	results	and	in	line	with	Dahlberg	(2001a),	it	is	evident	that	social	
media	 share	 one	 of	 the	 main	 constraints	 of	 traditional	 process:	 issues	 with	 the	
recruitment	of	 participants,	which	 are	 related	 to	 the	 fairness	 of	 the	process.	 Social	
media	in	fact	seem	to	be	able	to	enlarge	the	overall	audience,	however	they	do	tend	
to	engage	people	who	 share	 similar	 interests	or	who	know	each	other;	 similarly	 to	
what	 happens	 through	 traditional	 recruitment.	 Moreover,	 the	 internal	 procedural	
fairness	of	 the	meetings	 (in	 the	case	of	 social	media,	virtual	meetings)	 seems	 to	be	
similar;	some	voices	are	more	heard	than	others.		
As	 one	 of	 the	 interviewees	 [P18]	 pointed	 out	 “social	media	 are	 a	 useful	 tool	 but	 I	
don’t	 think	 they	 solve	 all	 of	 our	 communication	 problems.	 They	 certainly	 helped	 us	
engage	 with	 a	 younger	 audience”,	 which	 is	 often	 a	 very	 difficult	 demographic	
fragment	to	engage	in	public	engagement	processes	(Petts	2006).	
Relating	 to	 the	 competence	 of	 the	 process,	 social	 media	 seem	 to	 be	 somewhat	





and	 often	 although	 interacting	 chose	 to	 answer	 questions	 in	 a	 light-hearted	 way,	
which	 can	 critically	 compromise	 the	 deliberative	 power	 of	 the	 process	 itself	 and	
which	made	questions	arise	as	to	whether	learning	is	achieved	during	the	process.	
In	relation	to	the	matter	of	the	deepness	of	conversations	on	Twitter	and	Facebook,	a	
difference	 needs	 to	 be	 noted	 between	 the	 two	 networks;	 whereas	 on	 Twitter	 the	
number	 of	 conversations	 was	 higher	 (as	 also	 highlighted	 in	 Chapter	 5)	 and	
conversations	were	 longer	 (in	 the	 sense	 that	on	average	 they	were	 composed	by	a	
higher	number	of	tweets)	they	appear	to	be	more	superficial.	As	highlighted	through	
this	chapter,	followers	only	briefly,	and	apparently	lightly,	talked	about	the	different	
topics	 introduced,	 whereas	 on	 Facebook	 it	 is	 interesting	 to	 see	 that	 fans	 although	
engaging	 in	 fewer	 occasions	were	more	 happy	 to	 explain	 in	 depth	 their	 views	 and	
opinions	 and	 to	 discuss	 the	 issues.	 As	 expressed	 by	 (Dahlberg	 2001a):	 reflexivity	 is	
often	a	very	minimal	part	of	cyber-deliberations.	
This	 is	 one	difference	of	 social	media	 respect	 traditional	 processes;	 the	 fact	 that	 is	
very	 difficult	 to	 facilitate	 the	 virtual	 meetings	 and	 to	 promote	 engagement.	
Participants	are	not	together	in	a	room;	they	have	not	committed	to	participate	in	a	
meeting	 for	 a	 couple	 of	 hours;	 they	 are	 reached	 by	 SustainableDMU’s	 tweets	 and	
posts	during	 their	daily	activity,	which	might	endanger	 their	participation.	Although	
claims	are	made	for	social	media	to	be	successful	because	they	are	a	completely	free	
space,	 this	 questions	 the	 commitment	 of	 participants	 or	 their	 motivation	 to	
participate.		







as	 specific	 conditions	 need	 to	 be	 verified	 during	 and	 after	 the	 process	 to	 allow	
participants	 to	 achieve	 it	 (Tippett	 et	 al.	 2005	 in	 Bull,	 Petts	 &	 Evans	 2008).	 From	 a	
social	 learning	 perspective,	 the	 research	 analysed	 if	 participants	 achieved	 any	
learning	of	new	knowledge	and	if	people	reached	moral	development,	in	the	way	of	






media	 as	 a	 behaviour	 change	 tool	 leading	 to	 behaviour-change	 and	 environmental	
citizenship.		
This	 chapter	 first	 defines	 the	 criteria	 through	 which	 the	 interviews	 have	 been	
analysed	 (Section	 7.1);	 second	 it	 presents	 the	 interviewees	 on	 the	 ladder	 of	
Environmental	and	Digital	Citizenship	 (Section	7.2);	 third	 it	presents	 the	analyses	of	
the	 interviews	 following	 the	 three	 criteria	 (Section	 7.3:	 Cognitive	 enhancement;	
Section	 7.4:	 Moral	 development;	 and	 Section	 7.5:	 Behaviour	 change),	 and	 finally	
discusses	the	results	from	the	interviews	(Section	7.6).	
 7.1 The	 criteria:	 cognitive	 enhancement,	 moral	 development,	 and	
behaviour	change	
Social	 learning	 is	 intended	 to	be	a	process	 through	which	participants	develop	new	
knowledge	 and	 in	which	 they	 learn	 to	 perceive	 their	 personal	 concerns	 in	 relation	
with	 collective	 concerns	 (Webler	 et	 al.	 1995).	 Moreover,	Webler	 et	 al.	 assert	 that	













this	 new	 concept	 of	 citizenship,	 which	 is	 achieved	 through	 a	 process	 of	 learning,	
responsibility	 is	 related	 to	 the	 idea	 that	citizens	might	want	 to	change	 their	 longer-
term	behaviour	in	order	to	alleviate	their	impact	on	the	environment	(Bull	et	al.	2008;	




As	 such,	 learning	 to	 be	 responsible	 for	 their	 own	 actions	 is	 a	major	 factor	 for	 the	
enhancement	of	environmental	citizenship.	
Building	on	the	literature,	the	data	retrieved	from	the	interviews	with	participants	in	
the	 campaign	 will	 be	 analysed	 following	 Webler	 et	 al.’s	 criteria:	 ‘cognitive	
enhancement’	and	‘moral	development’.	However,	the	aim	of	this	thesis	is	to	assess	
whether	 the	 process	 can	 affect	 people	 as	 environmental	 citizens.	 As	 such,	 a	 third	







the	 depth	 and	 breadth	 of	 the	 learning,	 that	 is	 to	 understand	 if	 social	media,	 tools	
often	considered	‘shallow’	and	aimed	at	light-hearted	conversations	(Carr	2010),	can	
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1. Cognitive	 enhancement	 refers	 to	 an	 increase	 of	 knowledge	 of	 the	 involved	
parties,	knowledge	that	is	related	not	only	to	technical	competence,	but	also,	
and	more	importantly,	to	collective	values	and	preferences.	In	the	process	are	
included	 learning	 about	 the	 state	of	 the	problem,	of	 possible	 solutions,	 and	
consequences;	 learning	about	other	people’s	or	groups’	 interests	and	values,	







perspective	 of	 others,	 to	 develop	 a	 sense	 of	 responsibility	 and	 of	 solidarity	

















goods	 and	 services	 that	 have	 an	 environmental	 impact	 (e.g.	 heating	 and	
electricity),	 the	disposal	of	waste,	 transport	choice,	and	green	consumerism.	
Hence,	 the	 interviews	 will	 uncover	 if	 participating	 in	 the	 social	 media	
campaign	made	people	change	behaviours	related	to	the	environment	and	if	

















































The	 analysis	 of	 the	 interviews	 following	 these	 criteria	 reconnects	 to	 the	 questions	
arisen	 in	 Chapter	 5:	 (1)	What	 does	 engagement	 on	 social	 media	mean?;	 (2)	What	
impact	do	these	tools	have	on	offline	lives?;	(3)	Do	actions	like	a	‘re-tweet’	or	a	‘like’	





Other	 research	 has	 studied	 the	 social	 learning	 achieved	 during	 public	 engagement	
processes	(Tippett	et	al.	2005;	Petts	2006;	Webler	et	al.	1995;	Talpin	&	Wojcik	2010)	
and	 some	 also	 went	 beyond	 to	 search	 for	 the	 enhancement	 of	 environmental	
citizenship	 of	 participants	 (Bull	 et	 al.	 2008);	 all	 of	 them	 however	 examined	
‘traditional’	 participatory	 processes	 in	which	 participants	were	 brought	 together	 at	
different	time	for	focus	group	meetings.		
The	contribution	of	this	research	is	to	explore	whether	use	of	social	media,	as	the	tool	
to	 implement	 a	 participatory	 process,	 is	 possible	 and	 see	 what	 differences	 exist	
between	traditional	participatory	processes	and	online	ones.	
The	evaluation	of	cognitive	enhancement,	moral	development	and	behaviour	change	
is	 achieved	 through	 the	 content	 analysis	 of	 interviews	 and	 of	 the	 questionnaires	
performed	at	the	end	of	the	intervention	period	(i.e.	the	social	media	campaign).		
 7.2 The	 interviewees	 on	 a	 ladder;	 environmental	 and	 digital	
citizenship	
32	interviews	were	performed	with	staff	and	students	from	DMU,	who	were	directly	
or	 indirectly	 involved.	Key	questions	 related	 to	whether	an	engagement	process	on	
social	 media	 has	 led	 to	 an	 increased	 understanding	 of	 the	 performance	 of	




Participant’s	code	 Role	at	DMU	 Department	 Main	tool	used	
P1	 Staff		 Library	 Twitter	
P2	 Staff		 Student	Union	 Twitter/Facebook	





P4	 Staff	 Square	Mile	 Twitter	
P5	 Staff		 Technology	 Facebook	
P6	 Student	 ITMS	 Twitter		









P10	 Staff	 Humanities	 Twitter	
P11	 Staff	 Administration	 Twitter	





P14	 Staff	 Business	 Twitter	





P17	 Staff		 Estate	 Twitter	
P18	 Staff	 Estate	 Twitter	
P19	 Staff	 Administration	 Twitter	
P20	 Staff	 Student	Union	 Twitter	
P21	 Staff	 Library	 Facebook	
P22	 Staff	 Employment	 Twitter	
P23	 Staff	 IT	support	 Twitter	





P26	 Student	 Technology	 Facebook	











P30	 Staff		 Technology	 Twitter	
P31	 Staff	 Student	Union	 Twitter	
P32	 Staff	 Student	Union	 Twitter/Facebook	
Table	28.	Participants	and	their	role	at	DMU	
The	table	shows	that	participants	were	mainly	staff	 from	a	mix	of	departments	and	
that	 the	 majority	 of	 people	 used	 Twitter	 over	 Facebook.	 However,	 this	 is	 not	 the	
whole	 story	 about	 them	 and	 more	 will	 be	 told	 about	 the	 participants	 during	 the	
analysis	of	the	interviews.		
It	was	necessary	to	consider	whether	different	factors	were	influencing	participation;	
two	 key	 factors	 have	 been	 considered	 (1)	 people’s	 digital	 literacy,	 i.e.	 digital	
citizenship	 (presented	 in	 Figure	 40),	which	 could	 influence	 the	way	 people	 see	 the	
digital	tools	and	therefore	the	place	digital	technologies	occupy	in	their	lives	in	terms	
of	 impact	and	 influence;	 (2)	people’s	environmental	citizenship	(presented	 in	Figure	
41),	 as	 to	 ascertain	 if	 people	who	 are	 already	 aware	 and	 active	 about	 the	 issue	 of	

















e-participation;	 this	 is	 not	 surprising	 as	 the	 base	 level	 was	 the	 use	 of	 social	
networking	 sites.	 People	 on	 this	 rung	of	 the	 ladder	 are	 defined	 ‘joiners’	 and	 it	 is	 a	
very	 low	 level	 of	 engagement	 as	 people	 ‘only’	 participate	 on	 the	web	 by	 having	 a	
profile	 (or	 multiple	 ones)	 on	 social	 media.	 However,	 the	 interviewees	 are	 in	 the	
majority	 higher	 consumer	 of	 content	 on	 the	 Internet	 and	 in	 many	 cases	 they	 are	
creators	of	content	as	well;	many	of	them	in	fact	fit	in	the	highest	rung	of	the	ladder.	
Figure	 41	 presents	 interviewees	 on	 the	 ladder	 of	 environmental	 citizenship	 as	
introduced	 in	 Chapter	 3.	 Few	 of	 them	 do	 not	 classify	 for	 any	 environmental	
citizenship	activities	and	do	not	self-identify	as	environmental	citizens.	They	 instead	
are	very	active	digital	citizens;	being	on	the	top	of	the	ladder	they	are	the	ones	that	
are	 most	 likely	 to	 be	 influenced	 by	 information	 posted	 on	 social	 media.	 As	 it	 is	
evident	 from	 Figure	 41,	most	 of	 the	 interviewees	 fit	 in	 the	 top	 three	 rungs	 of	 the	
ladder,	 confirming	 the	 idea	 that	 most	 of	 the	 people	 interested	 in	 interacting	 with	
SustainableDMU	 are	 like-minded	 people	 and	 therefore	 are	 already	 engaged	
environmental	citizens,	or	anyway	interested	in	the	topic	of	sustainability.	It	is	easier	
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to	 get	 their	 attention	 because	 they	 are	 very	 likely	 to	 be	 looking	 for	 that	 kind	 of	










1. Group	 1:	 EC/eProd.	 Environmental	 Citizen	 (EC)	 and	 e-Producer.	
Participants	in	this	group	have	high	level	of	both	Environmental	and	Digital	
Citizenship;	
2. Group	 2:	 EC/eCons.	 Environmental	 Citizen	 and	 e-Consumer	 (eCons).	





they	 are	 not	 content	 producers	 on	 digital	 technologies,	 but	 mainly	
consume	content;	
3. Group	 3:	 nEC/eProd.	 non-Environmental	 Citizen	 (nEC)	 and	 e-Producer	
(eProd).	Participants	in	this	group	have	high	level	of	Digital	Citizenship	and	
are	 very	 active	 creating	 content	 on	 social	 media,	 but	 are	 not	









P1	Staff	EC/eProd	 P24	Students	EC/eCons	 P23	Staff	nEC/eProd	 P26	Student	eProd	
P25	Student	EC/eProd	 P13	Student	EC/eCons	 P7	Student	nEC/eProd	 P14	Staff	eCons	
P3	Staff	nEC/eProd	 P2	Staff	EC7eCons	 P15	Staff	nEC/eProd	 P5	Staff	eCons	
P4	Staff	EC/eProd	 P6	Student	EC/eCons	 P27	Staff	nEC/eProd	 P10	Staff	Staff	eProd	
P19	Staff	EC/eProd	 P16	Student	EC/eCons	 P30	Staff	nEC/eProd	 P12	Student	eProd	
P20	Staff	EC/eProd	 P17	Staff	EC/eCons	 P32	Staff	nEC/eProd	 	
P21	Staff	EC/eProd	 P18	Staff	EC/eCons	 	 	
P8	Staff	EC/eProd	 P28	Student	EC/eCons	 	 	
P9	Student	EC/eProd	 P29	Student	EC/eCons	 	 	
P31	Staff	EC/eProd	 P22	Staff	EC/eCons	 	 	





The	present	 section	presents	 the	 insights	 gathered	 from	 the	 interviews	 around	 the	
criteria	of	 cognitive	enhancement.	 For	 the	brief	 structure	of	 the	paragraph	 refer	 to	
Table	30,	which	indicates	the	codes	through	which	cognitive	enhancement	has	been	
assessed,	 the	 themes	 emerging	 from	 the	 interviews	 and	 the	 people	 that	 were	





















































































































































 7.3.1 Learning	 (or	 increased	 learning)	 about	 climate	 change	 and	 about	
environmental	sustainability	at	DMU	
During	 the	 interviews	 there	 were	 numerous	 mentions	 of	 what	 people	 have	 been	
learning	 about	 climate	 change	 and	 about	 sustainability	 at	 DMU.	 Mostly	 mentions	
were	positive,	but	sustainability	at	DMU	did	not	come	without	its	critics.		
Firstly,	 several	people	 felt	 that	DMU	is	becoming	a	better	place,	 thanks	to	different	
activities,	 such	 as	 the	 pedestrianisation	 of	 the	 central	 road	 of	 DMU	 campus.	
According	 to	 P4,	 this	 is	 important	 for	 safety	 reasons	more	 than	 for	 environmental	
ones:	 “The	 fact	 that	 they	 pedestrianized	 the	 central	 area	 of	 DMU	 […]	 there	 are	
environmental	benefits	together	with	the	safety	benefits.	People	can	recognise	this	is	
a	 good	 place	 to	 be”	 [P4	 Staff	 EC/eProd].	 Talking	 about	 the	 use	 of	 social	media,	 P3	
[Staff	 nEC/eProd]	 and	 P20	 [Staff	 EC/eProd]	mentioned	 that	 these	 tools	 can	 have	 a	
positive	 impact	 on	 the	 university.	 What	 P20	 also	 pointed	 out	 is	 that	 she	 was	 not	




Secondly,	 it	 is	 important	 to	 mention	 the	 role	 of	 social	 media	 and	 in	 specific	 of	
@SustainableDMU	 in	 understanding	 sustainability.	 According	 to	 P14	 [Staff	 eCons],	
Twitter	or	Facebook	might	not	be	per	se	sufficient.	However,	it	might	mean	that	once	
people	 see	 the	 physical	 application	 of	 what	 the	 tweet	 was	 talking	 about	 they	 can	
decide	 to	 act.	 Similar	 opinion	 for	 P22	 [Staff	 EC/eCons]:	 the	 information	 read	 on	
Twitter	or	Facebook	is	relevant	for	him	because	it	is	something	that	he	can	remember	
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even	 after	 turning	 off	 his	 device.	 “With	 SustainableDMU	 especially	with	 something	
like	 ‘Make	 sure	 you	 turn	 off	 your	 lights’	 or	 ‘make	 sure	 you	 are	 using	 this’,	 that	
definitely	 stays	 in	 the	 back	 of	 your	 mind	 after	 you	 read	 it”	 [P22].	 P24	 [Students	
EC/eCons]	is	instead	more	critical.	He	does	believe	that	Twitter	and	Facebook	can	be	









Third,	 it	 is	 important	 to	understand	what	participants	 think	sustainability	means	 for	
DMU.	There	have	been	numerous	participants	who	affirmed	 that	 sustainability	was	









tend	 to	 hear	 many	 people	 going	 ‘Oh	 it	 doesn’t	 matter’.	 I	 am	 now	 used	 to	 people	
taking	the	more	sustainable	line	most	of	the	time”	[P26].	The	same	idea	is	reported	by	
P29	[Student	EC/eCons]:	“I	believe	strongly	in	DMU	there	is	a	culture	of	sustainability	
when	 you	 compare	 it	with	 other	 fellow	universities”	 [P29].	 In	 addition	 to	 the	 other	
opinions,	P32	[Staff	nEC/eProd]	affirms	that	DMU	has	been	helping	him	to	become	a	
better	 environmental	 citizen:	 “DMU	 is	 a	 very	 sustainable	 campus.	 Since	 I	 came	 to	





DMU,	 because	 it	 likes	 to	 brand	 itself	 as	 a	 sustainable	 university	 and	 I	 think	
subconsciously	that	ripped	up	on	me	as	well”	[P32].	
As	 mentioned	 at	 the	 beginning,	 sustainability	 at	 DMU	 does	 not	 come	 without	 its	
critics.	For	example,	P7	[Student	nEC/eProd]	notes	that	the	main	aim	of	a	university	
should	 be	 to	 improve	 his	 teaching	 standard,	 rather	 than	 to	 achieve	 a	 better	
environmental	performance.	In	addition	to	this,	some	of	the	people	interviewed	think	
that	 DMU	 is	 not	 interested	 in	 being	 sustainable	 at	 all.	 However,	 because	 being	
sustainable	is	a	‘good	thing	to	do’,	then	the	university	promotes	itself	as	a	sustainable	
university	 in	 its	 communication	 to	 students	 and	 the	 public	 opinion.	 P8	 [Staff	
EC/eProd]	 thinks	 that	 indeed	 DMU	 considers	 sustainability	 as	 an	 important	 value;	
however,	 the	 effort	 put	 into	 advertising	 the	 fact	 that	 DMU	 is	 pro-environmental	 is	
much	 higher	 than	 the	 effort	 put	 into	 implementing	 activities	 and	 measures	 to	
effectively	being	a	sustainable	university.	“I	think	that	sustainability	for	DMU	is	mainly	
a	 sort	of	PR	exercise,	which	 isn’t	 to	 say	 that	 sustainability	 isn’t	 important	 for	DMU.	
But	I	think	that	the	massive	outreach	which	has	been	put	on	it	is	to	make	it	look	good”	
[P8].	P15	[Staff	nEC/eProd]	has	a	very	similar	opinion:	“Actions	are	better	than	words,	
but	we	 are	 a	 big	 PR	 organisation.	 If	we	were	 sustainable	we	would	 have	 put	more	
money	 into	 it	 and	 be	 sustainable”	 [P15].	 P26	 [Student	 eProd]	 is	 the	 most	 critical	
interviewees:	“For	DMU	 is	a	campaign.	 It’s	basically	 just	a	catch	phrase”.	He	thinks	
that	sustainability	 is	only	an	advertising	activity	 for	DMU	and	that	 the	reality	of	 the	
things	he	sees	around	the	university	actually	shows	that	DMU	is	not	sustainable	at	all	
and	 that	 it	 does	not	 understand	what	 being	 sustainable	means.	 Interestingly,	 if	we	
look	at	these	participants	as	they	rank	on	the	environmental	citizenship	ladder,	only	
P8	ranks	really	high,	being	it	on	the	second	last	rung	of	the	ladder.	P15	and	P26	are	
only	 slightly	 concerned	 about	 climate	 change	 and	 not	 very	 personally	 engaged	 in	
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First,	 it	 is	no	surprise	that	many	of	the	 interviewees	mentioned	that	they	use	social	








media	 can	 spread	 very	 fast	 is	 also	 reported	 by	 P32:	 “There	 was	 an	 earthquake	 in	
America	and	people	received	tweets	about	it	5	seconds	before	they	felt	it”	[P32	Staff	





a	 layer	of	depth	 in	the	analysis:	“I	am	better	 informed	about	some	stuff,	because	of	
what	other	people	put	on	their	Facebook	walls;	 it’s	 like	a	filtering	system.	It	helps	to	
filter	information	through	trusted	others”	[P9].	As	such,	it	is	the	connection	between	
finding	 random	 information	 and	 sourcing	 this	 information	 from	 people	 that	 are	
‘trusted’	 that	make	 social	media	 special	 (the	 same	 issue	 that	many	 journalists	 face	
today	 (Heravi	 &	 Harrower	 2016).	 From	 a	 different	 point	 of	 view,	 but	 on	 the	 same	
topic,	P11,	a	very	active	social	media	user	and	one	that	critically	reflects	on	what	he	is	
doing	 and	 trying	 to	 achieve,	 has	 a	 strong	 goal	 in	 his	 ‘Twitter	 strategy’:	 to	 make	












[Staff	 EC7eCons]	 affirms	 that	 the	 same	 is	 true	 for	 him,	 however	 he	 distinguishes	
between	Twitter	and	Facebook.	Whereas	on	Twitter	he	can	apply	 some	 filtering	by	
choosing	 the	 people	 to	 follow,	 on	 Facebook	 the	 type	 of	 network	 he	 has	 and	 the	
retargeting	 ads	mostly	 suggest	 news	 and	 articles	 that	 are	 too	 random	 for	 him.	 As	
such,	 people	 learn	 on	 social	 media,	 however	 the	 process	 of	 acquiring	 new	
information	 is	 different	 than	 in	 the	 traditional	 public	 participation	 process	 as	
information	is	received	and	not	researched	or	requested.	It	is	a	passive	process	where	





Another	 view	 often	 expressed	 by	 participants	 was	 that	 if	 people	 are	 not	 on	 social	
media	 they	 could	 easily	 miss	 out	 on	 what	 is	 happening.	 P11	 [Staff	 EC/eProd]	
mentioned	that	by	not	engaging	on	social	media	it	is	easy	to	miss	what	is	happening	
around	.	In	addition,	P11	also	affirms	that	social	media	is	not	only	important	to	be	up	
to	 date,	 but	 also	 to	 understand	 what	 the	 future	 trends	 will	 be,	 as	 a	 ‘forward	
intelligence’	tool,	meaning	that	being	able	to	pick	up	the	trends	in	the	moment	they	
are	starting	means	that	one	is	able	to	interpret	more	easily	the	future	development.	
This	 is	not	a	new	 idea,	 since	social	media	can	be	considered	as	a	 form	of	collective	
wisdom,	and	Asur	&	Huberman	 (2010)	have	predicted	 the	 revenues	 for	a	movie	by	
analysing	 tweets	 referring	 to	 that	 movie	 and	 the	 sentiment	 presented	 in	 those	
tweets.		
To	 conclude,	 it	 is	 important	 to	 mention	 that	 some	 participants	 were	 particularly	
critical	about	social	media	as	a	source	of	 information	stating	that	there	 is	too	much	
information	on	social	media	 to	be	able	 to	use	 it.	Both	P2	 [Staff	EC7eCons]	and	P20	
[Staff	 EC/eProd]	 describe	 one	 of	 the	 most	 important	 characteristics	 of	 Twitter:	 its	
chronological	way	of	showing	updates.	This	makes	it	very	difficult	for	people	to	give	
attention	to	each	tweet	that	is	being	sent	and	make	them	state	that	‘tweets	get	lost’:	
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“Twitter	 is	very	hectic	and	 I	would	say	 I’d	 read	what	 it’s	 in	 the	 first	 two	screens.	So	
some	of	them	go	lost”	[P2].	This	is	particularly	interesting	as	tweets	are	a	written	form	
of	communication	and	as	such	do	not	get	lost	(‘Verba	volant,	Scripta	manent’	as	the	
Ancient	 Romans	 used	 to	 say)	 and	 are	 electronically	 stored;	 so	 in	 reality	 they	 are	
permanently	 saved	 unless	 one	 decides	 to	 delete	 them.	 However,	 this	 is	 not	 the	
feeling	participants	in	the	study	had;	tweets	do	get	lost	and	it	is	actually	very	difficult	
to	find	them;	in	the	words	of	P20:	“If	you	tweet	something	12	hours	later	you’ve	had	







Additionally,	 P14	 [Staff	 eCons]	 expressed	 feeling	 overwhelmed	when	 using	 Twitter.	
This	 is	 because	 there	 is	more	 information	 shared	 by	 the	 network	 he	 engages	with	
than	 he	 can	 actually	 read	 and	 process.	 This	 feeling	 has	 a	 definition	 in	 digital	
communication	and	is	called	information	overload	(Hemp	2009;	Bawden	&	Robinson	
2009);	 “The	 resulting	abundance	of	 –	 and	desire	 for	more	 (and/or	 higher	 quality)	 –	
information	has	come	to	be	perceived	in	some	circles,	paradoxically,	as	the	source	of	
as	 much	 productivity	 loss	 as	 gain".	 (Lincoln	 2011)	 and	 this	 can	 also	 lead	 to	
‘information	 anxiety’,	 that	 is	 the	 disparity	 between	 the	 information	 one	 consumes	
and	 understands	 and	 the	 information	 that	 one	 believes	 he	 must	 read	 and	
understand.		
 7.3.3 Learning	 about	 other	 people’s	 or	 groups’	 interests	 and	 values,	 but	 also	
reflections	about	one’s	own	interests	
This	section	analyses	the	impact	of	social	media	on	people’s	interests	and	values	and	






For	 P1	 [Staff	 EC/eProd]	 social	 media	 is	 the	 place	 where	 people	 express	 opinions,	
although	 they	 do	 it	 in	 different	ways.	 By	 sharing	 opinions	 people	 are	 able	 to	 read	
different	 points	 of	 view	 and	 create	 a	 more	 rounded	 judgment	 about	 an	 issue.	 A	
similar	view	is	expressed	by	P4	[Staff	EC/eProd]	and	P7	[Student	nEC/eProd],	whereas	
they	 also	 consider	 this	 important	 because	 this	mechanism	makes	 possible	 to	 learn	
about	opinions	that	are	not	widely	diffused	and	also	to	understand	the	point	of	view	
of	 local	 people	 regarding	 a	 place:	 “You	 get	 a	more	 rounded	 view	 of	 something	 on	
Google,	 but	 if	 you	 actually	 search	 the	 Twitter	 feed	 you	 get	 an	 idea	 of	 the	 places	
people	 go	 to,	 etc.	 It’s	 a	 different	way	 of	 seeing	 things.	 It’s	 the	 actual	 reality	 or	 the	
feeling	 of	 the	 place”	 [P4].	 Or	 regarding	 an	 issue:	 “I	 like	 to	 see	 people	 responses	 to	
things	 when	 there	 is	 a	 national	 event.	 Different	 opinions	 rather	 than	 standard	
opinions	that	you	get	from	newspaper.	I	do	find	like	a	bit	of	a	window	on	the	world”	
[P4].	For	P8	[Staff	EC/eProd],	what	makes	this	mechanism	particularly	powerful	is	the	
fact	 that	 opinions	 and	 views	 are	 expressed	 in	 public	 and	 that	 makes	 them	 more	
potent	than	 if	mentioned	 in	one-to-one	conversations.	On	this	point,	P11	expresses	
an	interesting	perspective:	“There	are	moments	online	when	you	think	‘What	is	it	that	








lot	 of	 interesting	 debate	 between	 people	 where	 they	 are	 not	 afraid	 to	 make	 their	
point”	[P12	Student	eProd].		
In	 addition	 to	 the	 idea	 that	 social	 media	 are	 powerful	 to	 discover	 other	 people’s	
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start	being	able	to	understand	 it”	[P1].	For	P1	and	P7	 it	 is	the	action	of	writing	that	
makes	people	reflects	on	their	ideas	and	opinions	and	that	can	help	them	understand	
things	better.		







One	 of	 the	 first	 characteristics	 is	 that	 social	 media	 are	 a	 very	 direct	 way	 of	
communicating,	as	it	 is	similar	to	a	text	and	people	would	receive	it	on	their	mobile	
phones:	“It’s	very	quick	to	use	and	I	think	it’s	very	direct”	[P4	Staff	EC/eProd].	For	P2	
[Staff	 EC7eCons],	 P12	 [Student	 eProd]	 and	 P32	 [Staff	 nEC/eProd]	 one	 of	 the	most	
effective	 features	of	 social	media	when	communicating,	especially	 in	a	professional	
capacity,	 is	 that	people	 are	using	 social	media	most	of	 the	 time	and	most	days.	As	
such	if	a	message	is	posted	on	social	media	people	will	be	able	to	see	it	while	doing	
an	activity	that	they	normally	do.	As	P32	explains,	“instead	of	me	trying	to	get	them	
to	 come	 to	 me,	 I	 am	 basically	 on	 where	 they	 are”.	 For	 P12	 what	 is	 especially	
significant	 is	 that	 messages	 are	 ‘seen’	 even	 if	 people	 are	 not	 reading	 them	 or	
voluntarily	 engaging	with	 them	 they	will	 absorb	 the	message	 by	 passively	 seeing	 it	
while	 scrolling	 down	 their	 screens:	 “With	 Twitter	 and	 Facebook	 it’s	 not	 something	
that	you	can	just	ignore.	Because	you	are	scrolling	down	it	passes	through	your	sight”	
[P12].		
A	 second	 characteristic	 mentioned	 by	 participants	 is	 the	 language	 used	 on	 social	
media.	P3	[Staff	nEC/eProd]	and	P22	[Staff	EC/eCons]	affirmed	that	they	use	a	specific	







the	 audience	 is.	 P22	 uses	 a	 very	 personal	 language	when	 communicating	with	 the	
students	on	social	media,	so	that	the	message	is	not	seen	as	a	general	message,	but	
as	a	directed	and	personal	communication:	“On	Twitter	I	try	to	have	a	personal	touch,	




media	 very	 different	 is	 the	 fact	 that	 it	 creates	 engagement	 and	 that	 it	 is	 easier	 to	
participate	in	the	conversation	than	with	other	types	of	media.	“With	the	newspaper	
and	the	TV	you	are	more	passive,	you	just	listen,	stay	there,	look	at	it,	but	with	social	
media	 it’s	more	efficient,	 because	 you	 can	engage”	 [P28	Student	EC/eCons].	Also	 it	
promotes	a	higher	engagement	than,	for	example,	emails.	“If	 I	send	out	200	emails,	
I’ll	probably	get	2	or	3	replies.	If	I	post	the	same	thing	to	Facebook	or	Twitter,	I	would	
probably	get	50	or	60	 replies”	 [P32	Staff	nEC/eProd].	 In	addition	 to	 this,	P32	points	
out	that	people	are	not	only	able	to	participate	with	the	publisher	(i.e.	the	person	or	
institution	 that	 is	publishing	 the	 content),	 but	more	 importantly	people	are	able	 to	
interact	with	each	other:	“It	also	promotes	conversations,	because	people	can	see	the	
replies	and	debate	or	they	can	agree”	[P32].	As	such,	the	most	significant	part	is	the	
community	 created	 around	 social	 media,	 in	 line	 with	 Piccolo	 et	 al.	 (2014).	 The	
importance	of	the	community	is	specifically	mentioned	by	P29	[Student	EC/eCons].	In	
his	 words,	 what	 made	 SustainableDMU’s	 campaign	 effective	 is	 the	 fact	 that	 it	 is	
visible	not	only	 to	 the	people	 inside	 the	 institution,	but	also	 to	 the	 larger	 Leicester	
community,	as	such	creating	‘social	contagion’	of	the	ideas	(Hodas	&	Lerman	2014).	
This	 makes	 the	 activity	 on	 SustainableDMU	 to	 perform	 at	 the	 same	 level	 of	
sustainability:	 sustainability	 in	 fact	 has	 no	 boundaries;	 it	 does	 not	 end	 where	 the	
institution	 ends.	 With	 social	 media	 it	 is	 therefore	 possible	 to	 reach	 the	 wider	
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issue	will	be	 the	one	 that	pick	up	 the	message	and	are	 then	able	 to	 spread	 further	
along	the	idea.	As	such,	the	diffusion	moves	inside	the	network	from	one	person	to	
another.		
This	 second	 section	 analyses	 the	 critique	 of	 social	 media.	 P10	 [Staff	 Staff	 eProd]	
points	 out	 that	 it	 is	 very	 difficult	 on	 social	 media	 to	 understand	 which	 messages	
people	 have	 seen	 and	 which	 ones	 they	 did	 not	 see.	 Some	 content	 can	 in	 fact	 be	






This	 final	 section	 analyses	 how	 participants	 are	 able	 to	 see	 the	 wider	 issues	 of	
sustainability	 within	 the	 context	 of	 DMU.	 Only	 few	 people	 mentioned	 looking	 at	
sustainability	 from	 a	 holistic	 perspective	 and	 interestingly	 enough,	 not	 all	 of	 them	
were	Environmental	Citizens	as	from	their	answers	in	the	interview.		
P19	[Staff	EC/eProd]	talks	about	sustainability	as	an	issue	that	includes	many	different	
aspects:	 energy,	 resources,	 buildings	 and	 more.	 As	 such	 he	 can	 see	 the	 different	
implications	 of	multiple	 activities	 and	 actions.	 P14	 [Staff	 eCons]	 reinforces	 what	 is	
said	by	P19;	in	addition	he	mentions	that	sustainability	is	not	only	about	business	and	
the	 environment,	 but	 also	 about	 people.	As	 such	he	 thinks	 that	 one	 should	not	 be	
talking	about	‘environmental	sustainability’,	but	more	generally	about	‘sustainability’.		
P9	 [Staff	eCons]	and	P25	 [Student	EC/eProd]	add	a	deeper	 layer	 to	 the	meaning	of	
sustainability	for	DMU:	they	in	fact	consider	that	an	institution	cannot	be	considered	
truly	sustainable	if	the	community	of	people	within	and	around	it	also	think	and	act	in	
a	 pro-environmental	way.	 “The	university	 for	me	 is	 a	 group,	 it’s	 a	 social	 group	and	
actually	to	be	sustainable,	the	members	of	the	group	have	to	have	a	sustainable	life”	







(Dobson	2010).	As	 such	only	a	 community	of	environmental	 citizens	will	 be	able	 to	
create	a	truly	sustainable	institution.		
 7.4 Moral	development	
The	present	 section	presents	 the	 insights	 gathered	 from	 the	 interviews	 around	 the	
criteria	of	moral	development.	The	structure	of	the	paragraph	 is	presented	 in	Table	
31;	here	the	codes,	which	have	been	used	to	assess	moral	development,	are	 listed,	
together	 with	 the	 themes	 emerging	 from	 participants	 and	 the	 interviewees	
mentioning	 them.	 Moral	 development	 refers	 to	 the	 process	 through	 which	
participants	 become	more	 competent	 to	 make	 evaluation	 about	 what	 is	 right	 and	


























































































































P19	P32	 P4	P26	P23	 P12	P16	 P19	P32	
Table	31.	Moral	development:	the	themes	emerging	from	interviews	
 7.4.1 Be	able	to	respect	and	adopt	the	perspective	of	others	
Social	media	 can	be	 a	 difficult	 and	unpleasant	 environment,	 epitomised	by	 endless	
examples	in	the	news	of	harassment	and	general	un-respectful	behaviours	(Xu	et	al.	
2012;	Carter	2013;	Ybarra	&	Mitchell	2008).	Worthy	of	note	then	 is	 that	during	this	
intervention	 no	 example	 of	 such	 behaviours	 were	 encountered;	 people	 were	 very	
respectful	 when	 talking	 one	 to	 each	 other	 and	 no	 aggressive	 words	 have	 been	
recorded	during	the	data	collection.		
Participants	mentioned	 the	 fact	 that	 it	 is	one	of	 their	 ‘normal’	behaviours	on	social	





that	 tweeting	 about	 it	would	 not	 be	 effective,	 because	 it	would	 just	 expose	 to	 the	
public	audience	the	fact	that	there	are	people	at	DMU	that	are	‘lazy’,	i.e.	that	are	not	
doing	their	job	or	taking	responsibility	for	sustainability.	“There	is	no	point	in	tweeting	
about	 that.	You	are	 just	 saying,	 ‘Look	at	 the	 lazy	people	 in	DMU	that	 left	 the	 lights	
on’.	You	don’t	make	a	better	place	by	making	people	angry”	[P11].	For	P11	this	is	not	








translated	 into	 the	 online	 one.	 As	 such	 the	 medium	 (i.e.	 social	 media)	 does	 not	
change	their	behaviours.		




the	arguments	back	and	 forth	were	 kind	of	 thought	out	and	 structured	and	kind	of	
referenced	 to	 different	 sources”	 [P5	 Staff	 eCons].	 He	 is	 not	 reporting	 his	 own	
behaviour,	 however	 he	 talks	 about	 the	 fact	 that	 the	 public	 visibility	 of	 the	
conversation	made	it	possible	for	the	participants	to	talk	not	only	in	a	very	polite	way,	
but	 also	 using	 well-structured	 arguments.	 This	 is	 unusual	 for	 social	 media	
conversations,	which	 are	 often	 not	 very	 respectful,	 as	 stated	 by	 Dahlberg	 (2001	 p.	
623):	“many	online	forums	fail	to	achieve	a	reasonable	level	of	respectful	listening	or	
commitment	 to	 working	 with	 difference”.	 The	 same	 can	 be	 said	 about	 referencing	
arguments	 to	 different	 sources;	 Dahlberg	 also	 states	 that	 in	 online	 discourse	 it	 is	
“difficult	 to	 verify	 identity	 claims	 and	 information	 put	 forward”	 (ibid.).	As	 such	 it	 is	
unlikely	 that	 the	 reason	 conversations	 during	 the	 presented	 campaign	 were	 very	
respectful	 and	 thoughtful	 because	 of	 the	 public	 visibility	 of	 tweets,	 as	 this	 is	 not	 a	
reason	that	stops	general	social	media	users	to	be	un-respectful	and	to	not-verify	the	
sources	of	their	arguments.		
Another	 surprising	 characteristic	 of	 social	 media	 mentioned	 by	 the	 research	
participants	is	that	social	media	can	provide	people	with	less	biased	opinions.	Social	
theories	say	that	biases	are	inherent	to	human	behaviour,	because	human	behaviour	
is	 specifically	 characterized	 by	 a	 lack	 of	 balance,	 neutrality	 and	 critical	 reflection	
during	arguments.	As	such	one	would	expect	that	the	same	could	be	said	about	social	
media	 arguments	 and	 conversations.	 And	 this	 is	 certainly	 true,	 as	 many	 examples	
have	shown	that	claims,	arguments	and	even	evidence	are	often	strongly	biased	and	
seldom	verified	during	social	media	conversations	(Schweidel	&	Moe	2014;	Oates	&	
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Moe	2016).	 This	 is	 a	 topic	particularly	 critical	 at	 the	present	 time,	 given	 the	use	of	
fake	news	during	Trump’s	presidential	elections	in	the	United	States.	Two	participants	
expressed	a	very	innovative	and	different	view	on	this	topic	during	the	interviews.	P7	









or	 sharing	 it	 with	 their	 network)	 adding	 their	 personal	 interpretation	 to	 such	




As	 already	discussed,	 social	media	 have	been	described	by	participants	 as	 a	 ‘place’	
where	 it	 is	 possible	 to	 get	 in	 touch	 and	 create	 a	 network	with	 like-minded	 people	
(Dahlberg	2001b),	as	such	people	can	easily	form	online	communities	which	they	feel	
part	of.	 In	 this	way	 it	 is	possible	 to	create	 solidarity	with	people	 that	are	distant	 in	







real	 life.	There	 is	a	much	more	cohesive	group	of	people	who	think	the	way	 I	 think”	





people	 that	have	 similar	 views,	 than	with	 the	people	 that	are	present	 in	his	offline	
community.		
In	addition	to	this,	social	media	can	be	a	useful	tool	to	get	and	ask	for	other	people	
support,	 either	 online	 or	 in	 the	 institution	 department.	 For	 example,	 P23	 [Staff	
nEC/eProd]	mentions	how	different	people	from	DMU	tweet	him	to	get	support	for	
different	activities.		
Another	 point	 that	 was	 repeatedly	 mentioned	 by	 participants	 was	 that	 the	 social	
media	 community	of	DMU	 is	 particularly	 active.	 P4	 affirmed	 that	 this	 is	 due	 to	 the	
effort	 put	 into	 it	 by	 the	 Vice-chancellor:	 “the	 Vice-Chancellor	 has	 been	 very	
encouraging	with	 people	 to	 get	 on	 Twitter.	 He	 uses	 it,	 he’s	 got	 a	 huge	 numbers	 of	
followers	 and	uses	 for	 letting	people	 know	what’s	 happening	 in	 the	 institution”	 [P4	
Staff	EC/eProd].	Within	the	social	media	community	of	DMU	“there	are	quite	a	lot	of	






People	 support	 each	 other	 not	 only	 by	 following	 each	 other	 on	 Twitter,	 as	 P20	
explains:	“Everyone	 in	 the	office,	we	would	 follow	each	other”	 [P20	Staff	EC/eProd],	
but	also	by	interacting	with	each	other’s	content	and	making	sure	that	this	gets	out	to	
as	many	people	as	possible:	“what	we	have	done	is	going	on	to	individually	promote	
each	 of	 the	 videos	 on	 our	 Facebook	 and	 Twitter	 accounts	 as	 well”	 [P22	 Staff	
EC/eCons].	However,	not	everyone	 feels	 the	 same;	P11	 in	 fact	 stated	 that	“none	of	
my	social	media	profiles	do	mention	DMU”	[P11	Staff	EC/eProd]	and	this	is	due	to	the	
type	of	topics	he	shares	on	Twitter.	Most	of	them	are	political	and	can	be	contentious	
and	 as	 such	 he	 wants	 to	 maintain	 a	 distance	 from	 DMU	 and	 not	 to	 be	 identified	
immediately	as	a	person	from	DMU,	not	only	because	he	thinks	that	this	is	the	most	






@SustainableDMU	 has	 had	 on	 the	 DMU’s	 community.	 P13	 mentioned	 how	
@SustainableDMU	is	a	way	for	“people	who	are	interested	in	sustainability	at	DMU	to	
know	how	 to	get	 involved”	 and	as	 such	“it	 is	 a	way	 to	bring	people	 together”	 [P13	
Student	 EC/eCons].	 P2	 [Staff	 EC7eCons]	 and	 P22	 [Staff	 EC/eCons]	 added	 that	what	
was	mostly	important	for	them	was	that	it	was	a	DMU	account	and	as	such	it	showed	
that	 “the	 university	 cares	 and	 it	 is	 trying	 to	 help	 people	 in	 their	 day	 to	 day	 lives	









the	 fact	 that	 people	 choose	 who	 to	 follow	 on	 social	 media	 and,	 as	 mentioned	 by	
participants	in	the	previous	section	as	well,	this	often	means	that	people	will	choose	
to	follow	like-minded	people	or	accounts,	as	said	by	P25:	“you	select	your	own	people	
who	you	 follow,	 so	you	 tend	 to	get	 things	 from	people	who	have	your	own	 take	on	
things”	[P25	Student	EC/eProd].	In	this	way	they	will	have	access	only	to	information	
and	opinions	that	are	too	similar	to	what	one	is	already	thinking.	As	such	the	risk	 is	










Although	 this	 is	 definitely	 true	 and	has	been	mentioned	by	 various	 studies	 (Pariser	
2011;	Flaxman	et	al.	2016),	P12	[Student	eProd]	stated	that	social	media	have	been	
useful	 for	 him	 in	making	 better	 decisions	 because	 all	 types	 of	 information	 have	 an	
impact	on	him	and	because	if	he	“get	more	information	on	the	internet	I	more	likely	
to	respond	more”.	As	such,	what	 is	key	 in	the	process	 is	 the	amount	of	 information	




by	many	 people	 and	 so	 if	many	 people	 say	 the	 same	 thing,	 one	 can	 start	 thinking	
about	that	issue:	“if	there	are	lots	of	people	bringing	similar	things	to	your	attention	it	
might	 make	 you	 think	 about	 that	 question	 or	 look	 at	 that	 problem	 and	 see	 it	 as	
important”	[P1	Staff	EC/eProd].	
One	of	the	characteristics	of	social	media	that	is	important	to	stimulate	learning	and	
has	 been	 mentioned	 by	 participants	 is	 that	 it	 is	 easy	 to	 share	 links	 and	 have	 a	
discussion	 with	 other	 people.	 In	 addition,	 these	 discussions	 and	 information	 are	
visible	 to	 everyone	 in	 their	 network	 (a	 phenomenon	 indicated	 by	 studies	 as	 social	
contagion	(Hodas	&	Lerman	2014).	For	example	P30	considers	that	“social	media	can	
make	people	aware	of	things	and	issues	that	wouldn’t	naturally	touch	their	lives”	[P30	
Staff	 nEC/eProd],	 whereas	 P5	 affirmed	 that	 he	 learnt	 to	 integrate	 new	 knowledge	
thanks	 to	 a	 discussion	 he	 had	 with	 a	 friend-of-a-friend	 on	 Facebook:	 “I	 had	 an	
argument	on	Facebook	with	someone,	following	the	shooting	in	the	school	in	America.	
And	even	though	that	argument	was	a	little	heated	at	the	time,	there	is	still	a	positive	





media	 make	 possible	 collaboration	 is	 analysed.	 This	 characteristic	 is	 cited	 by	 the	
literature	 as	 criteria	 to	 evaluate	 moral	 development	 of	 a	 participatory	 process	
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(Webler	 &	 Tuler	 2000);	 nevertheless,	 this	 was	 also	 an	 emerging	 theme	 identified	
through	the	analysis	of	the	interviews.		







department	 is	 running:	 “there	 have	 been	 occasions	 in	 which	 I	 have	 seen	 students	
saying	‘I	am	doing…’	and	I	have	tweeted	them	saying	‘If	you	are	doing	that	maybe	you	
want	to	come	and	do	that	with	us	and	we	can	support	you	in	getting	better	at	it’”	[P4	





in	 an	 institution	 and	 promote	 collaboration	 between	 different	 people	 and	





























themes	 emerging	 from	 the	 interviews,	 whereas	 in	 the	 previous	 sections	 the	
organisation	 of	 sub-sections	 followed	 the	 criteria	 for	 cognitive	 enhancement	 and	
moral	development	emerging	from	the	literature.	The	present	section	analyses	if	and	
to	what	extent	the	social	media	participatory	campaign	nurtured	pro-environmental	
behaviour	 change	 in	 the	 engaged	 individuals	 and	 as	 such	 fostered	 environmental	
citizenship.		
In	 Table	 32	 the	 participants	 have	 been	 listed	 following	 their	 answers	 during	 the	
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and	 P28	 [Student	 EC/eCons]	 started	 using	 a	 reusable	 mug	 after	 seeing	 it	 on	
SustainableDMU	 social	 media	 accounts.	 Reflecting	 on	 this,	 P9	 stated	 “that	
information	 is	 directly	 relevant	 to	 what	 I	 am	 doing	 and	 it	 tells	 me	 how	 to	 change	
something”;	 as	 such	 she	 was	 able	 to	 change	 her	 behaviours	 towards	 a	 pro-
environmental	 model.	 P9	 is	 a	 very	 aware	 environmental	 citizen	 and	 she	 said	 that	
during	 the	 campaign	 “most	 of	 the	 information	was	 things	 that	 I	 already	 knew”;	 as	
such	 she	 was	 motivated	 to	 participate	 in	 the	 campaign	 because	 she	 was	 already	









P3	 is	 starting	 to	 change	 her	 behaviour	 towards	 an	 environmental	 model.	 The	
campaign	helped	her	to	change,	as	she	 is	a	very	active	digital	citizen,	as	such	she	 is	
prone	to	participate	in	the	activity	of	DMU	social	media	community,	both	online	and	





waste	 and	 decided	 to	 take	 responsibility	 for	 it	 changing	 her	 behaviour:	 a	 sign	 that	
social	learning	can	be	translated	into	behaviour	change.	
P28	is	an	already	engaged	environmental	citizen;	she	in	fact	said	that	her	studies	(at	













“Mainly	 it	 was	 during	 the	 week	 about	 sustainable	 food,	 and	 I	
think	 it	made	me	 think	more	 about…	 So	 I	 started	 to	 buy	 local	
food.	 I	 have	 kept	 it	 up.	 But	 actually	 having	 started	 eating	 less	




“Because	 I	 read	 and	 I	 learned	 that	 by	 eating	 less	meat	 I	 could	
change	my	 CO2	 emissions.	 I	 started	 buying	 more	 organic	 food	
and	I	started	to	look	for	seasonal	food	and	thinking	more	about	
what	 I	 eat,	 how	 I	 eat	 it	 and	 what	 I	 should	 do”.	 [P26	 Student	
eProd]	
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“I	 am	 changing	my	 food	 buying	 habits.	 I	 don’t	 eat	much	meat	
anyway”.	[P27	Staff	nEC/eProd]	
It	 is	 evident	 that	 the	 conversation	moved	 participants	 toward	 a	 pro-environmental	
way	of	thinking	about	their	food	choices.	As	P24	points	out	the	conversation	helped	
him	understand	 that	 changing	behaviour	was	 not	 as	 difficult	 as	 he	 initially	 thought	
and	 it	worked	 as	 reinforcement	 in	 helping	 him	move	 in	 that	 direction.	 As	we	have	
already	seen	in	the	previous	section,	P26	instead	is	quite	critical	about	sustainability,	
especially	 when	 she	 is	 at	 DMU,	 as	 she	 explains:	 “in	 my	 personal	 life	 I	 am	 quite	
concerned	about	it,	but	as	soon	as	I	come	to	DMU	I	just	don’t	care	anymore	because	I	





switch	 the	 lights	 off”.	 This	 type	 of	 behaviour	 is	 connected	with	 the	 idea	 of	who	 is	
responsible	for	sustainability	in	the	non-domestic	environment	and	to	the	fact	that	if	
users	perceive	that	 the	 institution	 is	not	pro-active	to	change,	 they	do	also	not	 feel	
responsible	for	being	proactive	and	as	such	for	being	engaged	environmental	citizens	
(similar	to	the	barriers	perceived	by	UK	public	in	(Lorenzoni	et	al.	2007a).	





buying	 disposable	 plastic	 bottles.	 P27	 is	 a	 very	 controversial	 participant;	 she	 does	
perform	pro-environmental	actions	because	she	knows	this	is	what	it	is	expected,	but	











P3	 took	 the	 decision	 of	 buying	 a	 bike	 after	 seeing	 tweets	 from	 SustainableDMU	
promoting	the	free-lock	scheme	for	all	staff	at	DMU:	“I	wouldn’t	have	bought	a	bike…	
SustainableDMU	was	 tweeting	 about	 getting	 a	 free	 bike	 lock.	 So	 I	 bought	 a	 bike!	 I	
would	have	never	thought	of	 it,	 if	 I	haven’t	seen	it	on	Twitter”	[P3	Staff	nEC/eProd].	
This	is	the	case	where	the	information	posted	was	directly	relevant	to	P3	and	as	such	
motivated	her	to	change	since	it	was	easily	actionable.	As	already	observed,	P3	is	not	
a	 very	 engaged	 environmental	 citizen,	 however	 the	 campaign	 motivated	 her	 to	
change	 certain	 behaviours.	 On	 the	 other	 hand,	 if	 we	 analyse	 the	 behaviours	 she	
changed	 (she	 bought	 a	 re-usable	 mug	 and	 a	 bike)	 it	 is	 evident	 that	 she	 chose	 to	
change	behaviours	that	did	not	demand	huge	effort.	
P13	 [Student	 EC/eCons]	 mentions	 in	 the	 next	 quote	 one	 of	 the	 most	 successful	
conversations	on	SustainableDMU:	 the	hydro-tap	and	kettle	experiment	 (see	Figure	
31	page	185).	The	activity	promoted	a	large	interaction	on	both	Twitter	and	Facebook	
and	 it	 is	 evident	 that	 it	 did	 not	 only	 remain	 a	 conversational	 topic:	 “The	 kettle-tap	
experiment;	 I’d	 use	 the	 hydro-tap	 anyway	 so	 didn’t	 change	me,	 but…	 If	 it	 was	 the	
other	way	around	and	 someone	would	have	 told	me	 it	was	 the	other	way	around	 I	
would	have	 started	 to	use	 the	hydro-tap”	 [P13].	P13	 reported	 that	he	 followed	 the	
conversation	and	was	interested	in	what	was	the	outcome	of	the	experiment,	as	he	
would	 have	 changed	 his	 behaviour	 accordingly.	 P13	 is	 a	 very	 active	 environmental	
citizen;	when	asked	what	he	was	doing	at	DMU	for	sustainability	purpose	he	said	“I	
don’t	 know	what	 else	 I	 can	do,	 really”	 and	when	asked	who	was	 responsible	 in	his	
opinion	for	sustainability	he	replied:	“Essentially	everybody.	Everybody	has	got	a	part	
to	play;	if	you’re	coming	in	here	and	you’ve	got	an	office	with	lights	and	a	computer	
then	you’ve	got	 saving	 the	environment”.	As	 such	he	was	open	 to	be	 influenced	by	
SustainableDMU.		
The	last	example	presented	shows	how	the	campaign	did	have	an	impact	on	P1,	not	
in	 moving	 him	 to	 change	 a	 directly	 relevant	 behaviour,	 but	 in	 helping	 him	 to	 feel	
more	 part	 of	 SustainableDMU	 community:	 “I	 did	 go	 on	 the	 organised	 lunchtime	





the	walks	 does	 not	 directly	 have	 an	 impact	 on	 P1’s	 pro-environmental	 impact,	 but	
does	position	him	in	a	group	of	pro-environmentally	minded	people	and	increases	his	
sense	 of	 belonging	 to	 DMU,	 which	 refers	 to	 what	 ha	 already	 been	 mentioned	 in	
Section	 7.4.4	 about	 DMU’s	 users	 learning	 to	 cooperate	 within	 the	 DMU	 network	
thanks	to	the	campaign.		
The	quotes	presented	show	how	the	campaign	helped	participants	in	changing	their	
behaviours	 towards	 a	 pro-environmental	 model.	 It	 is	 evident	 that	 the	 behaviours	
changed	 were	 small	 and	 the	 campaign	 was	 successful	 in	 changing	 mainly	 easy	
actionable	behaviours,	although	the	campaign	did	not	target	any	specific	behaviour,	
but	focused	on	a	wide	range	of	pro-environmental	significant	actions.	It	is	interesting	
to	 see	 that	 many	 changed	 in	 relation	 with	 eating	 habits,	 which	 is	 a	 fundamental	
action	 human	 beings	 perform	 during	 their	 daily	 lives,	 but	 was	 presented	 as	 to	 be	
easier	 than	 stopping	 buying	 plastic	 bottles.	 The	 most	 successful	 behaviours	 were	
actions	 that	 were	 directly	 relevant	 to	 DMU:	 the	 #lug-a-mug	 scheme,	 the	 free-bike	
lock,	the	lunchtime	walks	or	that	were	intimately	relevant	to	participants:	their	food	
habits.	This	 refers	back	 to	 the	 insights	about	what	was	 the	most	successful	 topic	of	
conversation	on	social	media	during	the	campaign,	as	presented	in	Chapter	5,	Section	
5.3.3.	 In	 this	 section,	 it	 emerged	 that	 the	 most	 successful	 topic	 at	 creating	













“They	 do	 put	 out	 little	 pulses	 of	 information	which	 remind	 you	
‘Don’t	 forget	 sustainability	 and	 here	 there	 is	 another	 way	 of	
looking	at	it’”	[P1	Staff	EC/eProd]	
“I	made	more	of	a	conscious	effort	to	switch	things	off	and	other	
stuff.	 It	 was	 useful	 to	 be	 reminded	 that	 those	 were	 good	
practices”	[P21	Staff	EC/eProd]	
“A	lot	of	them	I	kind	of	already	did	anyway.	So	it	made	me	think	
‘Well,	 can	 I	 recycle	 a	 bit	more,	 or	 can	 I	 do	 something	more?’”	
[P31	Staff	EC/eProd]	
These	 three	 participants	 were	 already	 very	 aware	 environmental	 citizens	 and	 the	




easier	 than	 motivating	 non-environmental	 citizens	 to	 start	 behaving	 pro-
environmentally,	 as	 the	 choice	 of	 being	 attentive	 to	 the	 environment	 has	 already	
taken	 place.	 On	 the	 other	 hand,	 in	 an	 institutional	 context	 already	 engaged	
environmental	citizens	often	feel	they	are	doing	their	part	and	that	they	should	not	









and	 I	 don’t	 tend	 to	 be	 and	 I	 don’t	 want	 to	 be”.	 As	 such	 for	 him,	 performing	 pro-





On	 the	other	hand	he	 is	a	very	active	digital	 citizen,	working	with	 social	media	and	
always	checking	notifications	on	his	phone	(as	he	mentioned	multiple	times	during	his	
interview).	
As	 it	 is	 evident,	 social	 media	 can	 be	 effectively	 used	 as	 a	 reminder	 of	 pro-
environmental	 behaviours	 in	 large	organisations;	 it	 is	 possible	 to	 send	a	well-timed	
tweet	to	remind	employees	to	switch	off	computer	and	lights	when	going	home	or	in	
particular	 occasions	 (e.g.	 holidays).	 People	 are	most	 likely	 to	 check	 their	 phones	 at	
the	 end	 of	 their	 working	 days	 as	 such	 this	 can	 be	 a	 powerful	 tool	 to	 start	 and	
reinforce	 good	 habits.	 It	 is	 key	 because	 it	 does	 not	 introduce	 a	 new	 behaviour	 for	
people,	instead	it	uses	actions	that	people	already	do	(i.e.	checking	their	phones	and	
their	 social	media	accounts)	 to	 foster	pro-environmental	actions.	However,	 it	might	
have	an	impact	only	in	very	active	digital	citizens,	such	as	P32.		
For	 P22	 and	 P28	 the	 campaign	 did	 not	 work	 as	 a	 reminder	 in	 the	 moment	 the	
behaviour	occurred,	rather	it	worked	as	a	reminder	of	good	action	and	reading	it	on	
social	media	reinforced	their	conscious	effort:	
“Especially	 with	 something	 like	 ‘Make	 sure	 you	 turn	 off	 your	
lights’	or	 ‘make	sure	you	are	using	 this’,	 that	definitely	stays	 in	
the	back	of	your	mind	after”	[P22	Staff	EC/eCons]	
“…	trying	to	boil	the	kettle	as	much	water	as	you	need,	no	more.	
I’ve	done	 it	before,	but	when	 I’ve	 seen	 that	 I	 said:	 ‘Actually,	 I’ll	
stick	with	that’.	It	was	not	a	complete	change,	but	that’s	a	thing	
I’ll	 always	 remember	 because	 I’ve	 seen	 it	 there”	 [P28	 Student	
EC/eCons]	
Being	involved	in	the	conversation	stimulated	participants	in	being	more	dedicated	to	
pro-environmental	 behaviours.	 As	 such	 social	 media	 can	 be	 a	 powerful	 tool	 in	



















P11	 is	 an	 environmental	 citizen,	 as	 such	 the	 campaign	 did	 not	 help	 him	 in	 being	 a	
better	citizen,	however	he	found	it	useful	because	that	was	a	resource	to	share	with	




institutions	 and	 can	 be	 used	 to	 start	 conversation	 about	 sustainability	 among	
colleagues	and	team	members.	Moreover,	they	can	help	 in	presenting	sustainability	




In	 some	 cases	 the	 campaign	 did	 not	 stimulate	 participants	 in	 changing	 their	
behaviours;	however,	they	followed	the	conversation	and	were	engaged	in	 listening	
and	participating	in	it.	








other	 people’s	 values	 and	 reflect	 about	 own	 interests.	 A	 tweet	 can	 therefore	 be	 a	





In	addition,	P22	 [Staff	EC/eCons]	 reported	not	only	 to	have	started	reflecting	about	
certain	behaviours,	but	that	he	started	thinking	that	there	are	certain	actions	that	he	
is	willing	 to	start	doing:	“Before	 I	 leave	work	 I	make	sure	 that	 the	monitors	are	off,	
that	the	lights	are	switched	off,	nothing	is	left	on	if	it	doesn’t	need	to	be.	But	there	are	
other	 points	 that	 recently	 came	 out	 and	 I	 have	 been	 thinking	 I	 should	 start	 doing	
them”	 [P22].	This	 is	a	sign	of	social	 learning,	 in	particular	of	moral	development:	 to	
learn	how	to	integrate	new	knowledge	in	the	choice	of	the	best	options.	P22	learned	
something	new	 following	 the	conversation	and	he	 is	 learning	how	to	 integrate	 that	
knowledge	 into	 his	 actions	 (Section	 7.3.1).	 As	 previously	 said,	 P22	 is	 open	 to	 be	
influenced	by	SustainableDMU	as	she	was	looking	for	someone	or	something	to	help	
her	became	more	pro-environmental.		
It	 is	 evident	 that	 social	 media	 are	 able	 to	 foster	 social	 learning	 in	 engaged	














said	 that	 she	was	already	behaving	as	an	environmental	citizen	as	 such	she	did	not	







“No	 I	 didn’t	 find	 anything	 useful	 in	what	 SustainableDMU	was	
tweeting;	 I	 think	 I	 am	 quite	 aware	 of	 things	 I	 can	 do	 in	 my	
environment”	[P7	Student	nEC/eProd]	
“Most	 of	 the	 information	 was	 things	 that	 I	 already	 knew”	 [P9	
Student	EC/eProd]	
“I	wasn’t	highly	 interested	or	disinterested	 in	 it,	but	 I	do	try	my	
best	to	do	as	much	as	I	can	at	work,	and	also	at	home	already”	
[P14	Staff	eCons]	












external	 barriers	 (e.g.	 the	 type	 of	 computers	 they	 use,	 or	 the	 type	 of	 job	 they	
perform)	that	are	not	dependent	on	his/his	colleagues	willingness	to	change.		
P6	 [Student	 EC/eCons]	 explained	why	 he	 tended	 not	 to	 look	 at	 pro-environmental	
information	posted	on	social	media:	“I	know	that	we	were	encouraged	to	do	things,	
but	 I	 didn’t	 really	 pay	 attention	 to	 those	 things.	 I	 think	 I	 am	 doing	 quite	 a	 lot	 of	
sustainable	stuff	anyway.	So	I	tend	to	not	look	to	that	because	I	feel	I	am	doing	quite	a	
lot,	that	I	behave	quite	sustainably”	[P6].	This	 is	a	key	position	for	this	study;	 it	 is	 in	
fact	true	that	the	campaign	recruited	in	majority	people	that	were	already	interested	
or	 engaged	 in	 pro-environmental	 behaviours	 (like-minded	 people	 –	 see	 Chapter	 6,	
Section	 6.2.2).	 If	 it	 is	 true	 that	 those	 are	 the	 people	 that	 mostly	 would	 follow	 an	










“No	 I	haven’t	changed	an	 idea	or	a	behaviour.	Not	 that	 I	 could	
remember”	[P18	Staff	EC/eCons]	
However,	 the	 main	 problem	 reported	 by	 participants	 in	 this	 group	 was	 that	 they	
either	were	not	 able	 to	 see	 the	 conversation	because	 it	 did	not	 show	 in	 their	 feed	
[P12]	or	that	they	do	not	remember	what	was	happening	(although	they	 interacted	















them,	 but	 again	 it’s	 because	 I	 am	 bombarded	 by	 social	 media	 everyday”	 [P32]	
(although	P32	reported	changing	some	behaviours	as	an	outcome	of	the	campaign).	
On	social	media	there	is	an	overload	of	information	(Bawden	&	Robinson	2009)	and	







As	 presented	 in	 Section	 7.2	 the	 main	 groups	 of	 participants	 who	 engaged	 in	 the	
participatory	 campaign	 were	 environmental	 citizens	 and	 digital	 citizens.	 The	 first	
group	participated	because	they	were	already	interested	in	sustainability,	the	second	
because	these	are	the	people	who	are	very	active	in	the	social	media	community	of	
DMU.	 Figure	 43	 presents	 the	 impact	 of	 the	 campaign	 on	 the	 participants:	 in	 green	
interviewees	who	 reported	 a	 positive	 impact,	 in	 red	 participants	who	 reported	 the	
campaign	did	not	have	an	impact,	in	grey	the	ones	who	did	not	report	anything.		








citizens,	 either	 they	 were	 already	 engaged	 environmental	 citizens	 or	 not.	 The	
majority	of	the	people	that	in	fact	reported	a	change	in	behaviour	or	a	reinforcement	
of	pro-environmental	actions	was	at	the	top	of	the	digital	citizenship	ladder.	At	a	first	
analysis	 this	 could	 look	 contrasting	with	what	was	 presented	 in	 Chapter	 6	 (Section	
6.2.2),	in	which	from	the	quantitative	and	qualitative	analysis	of	the	metrics	obtained	
from	Facebook	and	Twitter	it	was	shown	that	pre-interest	on	the	subject	is	the	main	
motivation	 for	 interaction,	 suggesting	 therefore	 that	 the	 main	 impact	 of	 the	
campaign	would	have	been	on	the	already-environmental	citizens,	as	they	were	the	
one	 that	 mostly	 followed	 the	 account	 and	 that	 were	 the	 most	 active	 during	 the	
campaign.	On	the	other	hand,	one	of	the	main	reported	reasons	for	inaction	from	the	
environmental	citizens	was	that:	“Most	of	 the	 information	was	things	that	 I	already	
knew”	 [P9	 Student	 EC/eProd].	As	 such,	 although	more	engaged	 in	 the	 conversation	


















practices	 that	 take	 into	 consideration	 the	 environmental	 impact	 of	 the	 production	
processes.	 Although	 these	 actions	 can	 seem	 to	 the	 individual	 participants	 as	 a	
valuable	 engagement	 in	 reducing	 their	 impact	 on	 the	 environment,	 as	 Stern	 states	





present	 research	 has	 shown	 that	 social	 media	 can	 be	 a	 powerful	 tool	 to	 increase	
awareness	and	as	such	to	get	more	people	to	perform	the	private	sphere	behaviours.		
The	 findings	 presented	 in	 Section	 7.5.2	 strengthened	 this	 view.	 As	 reported	 by	
participants	in	fact:		
1. The	 campaign	 was	 a	 reminder	 of	 good	 environmental	 practices	 for	 both	
environmental	 and	non-Environmental	 citizens	and	as	 such	 social	media	 can	
be	effectively	used	as	a	reminder	in	organisations.		
2. The	campaign	showed	participants	that	sustainability	was	important	for	DMU,	
therefore	 motivating	 them	 to	 improve	 their	 contribution	 to	 the	 issue,	




and	 that	 social	 media	 can	 be	 a	 powerful	 tool	 in	 creating	 a	 community	 of	
environmental	 citizens	 that	 can	 mutually	 support	 positive	 environmental	
actions.		
3. The	 campaign	was	 considered	a	 resource	 to	be	 shared	with	others	 to	 invite	
them	to	perform	pro-environmental	behaviours,	corroborating	again	the	idea	
that	 social	 media	 can	 be	 effectively	 used	 by	 organisations	 to	 create	 and	
enlarge	the	community	of	environmental	citizens.		
To	conclude,	it	is	important	also	to	consider	the	reasons	presented	by	participants	for	
not	 taking	 action	 following	 the	 campaign.	 The	 first	 group	 was	 composed	 of	 some	
environmental	 citizens,	 who	 stated	 that	 the	 campaign	 was	 not	 helpful	 for	 them,	
because	 they	 were	 “doing	 quite	 a	 lot	 of	 sustainable	 stuff	 anyway”	 P6	 [Student	
EC/eCons].	 The	 second	 group	 of	 participants	 that	 did	 not	 take	 action	 instead	were	
non-environmental	citizens	who	stated	that:	
1. They	were	not	able	to	see	any	activity	from	SustainableDMU	on	social	media;	
2. They	did	not	 remember	 any	 campaign	 from	SustainableDMU,	 although	 they	
participated	 in	 the	conversations	and	the	 interview	took	place	only	1	month	
later;	
3. They	 were	 not	 able	 to	 see	 the	 campaign	 of	 SustainableDMU	 because	 very	
active	digital	citizens	and	as	such	there	was	too	much	things	taking	place	on	
their	social	media.		
Therefore,	 it	 is	 important	to	warn	organisations	that	wish	to	utilise	social	media	 for	
promoting	sustainability	that	these	tools	are	not	capable	of	reaching	everyone	in	the	
university	 and	 also	 that	 although	 people	 choose	 to	 follow	 one	 account	 the	
commitment	 of	 participants	 engaging	 through	 social	media	 can	 be	 very	 superficial.
8 Smart	citizens	using	social	media	in	organisations	
This	 thesis	 documents	 a	 case	 study	 action	 research	 undertaken	 to	 explore	 the	
potentialities	 offered	 by	 participating	 in	 decision-making	 regarding	 pro-
environmental	issues	as	they	are	mediated	by	social	media,	in	a	UK	higher	education	
institution.	As	such	 it	sets	 itself	 in	the	current	debate	about	the	use	of	technologies	
and	how	pervasive	they	can	be	from	an	institutional	point	of	view.	Starting	from	the	




relate	 with	 organisations,	 buildings	 and	 the	 environment.	 The	 Internet	 of	 Things	
(IoT)24	made	everyone	and	everything	connected	and	revolutionised	the	relationships	
between	 human	 beings,	 between	 human	 beings	 and	 things	 and	 between	 things	
(Santucci	 2010).	 The	 IoT	 is	 pervading	 our	 lives	 at	 an	 increasing	 pace.	 In	 2008	 the	
number	 of	 ‘things’	 connected	 to	 the	 Internet	 exceeded	 the	 number	 of	 people	
connected	 to	 the	 Internet	 (Evans	 2011).	 Today	 there	 are	 nearly	 12.6	 billions	
connected	 devices,	 including	 data,	 processes,	 things,	 and	 people	 (Miranda	 et	 al.	
2015).	Among	 the	 ‘connected	 things’	 it	 is	possible	 to	 find	 tablets	and	smartphones,	
but	also	desktop	computers	and	laptops,	smart	TVs,	printers,	refrigerators,	and	so	on.	
Hence,	 now	 things	 can	 talk	 and	 connect	 not	 only	 with	 people	 but	 also	 with	 each	
other.		
Although	 the	 general	 perception	 is	 that	 the	 Internet	 and	 social	media	 have	been	 a	














vulnerable	 as	 human	 control	 is	 limited	 and	 as	 they	 are	 expected	 to	 do	 things	 that	
nobody	 designed	 them	 for,	 but	 which	 might	 be	 undesirable	 (PewResearchCenter	
2014a).	 In	 a	 more	 desirable	 IoT	 scenario,	 technology	 would	 learn	 from	 people,	





the	 role	 of	 ‘smart-citizens’,	 that	 is	 active,	 engaged	 and	 committed	 citizens,	 in	
promoting	sustainability	at	home,	in	the	workplace,	and	in	the	city.	The	digital	tools	
and	social	media	 in	particular	are	seen	as	 facilitating	and	supporting	 the	process	of	
engagement.	 As	 such,	 the	 research	 started	 not	 by	 refusing	 technology,	 but	 by	
stipulating	 that	 a	 better	 use	 is	 possible.	 So	 what	 are	 the	 conclusions	 that	 we	 can	
derive	 from	this	 study?	Do	social	media	make	people	more	aware,	better	educated	
and	more	engaged	about	pro-environmental	issues	in	their	institution?	
Technology	 does	 not	 change	 people’s	 behaviour;	 people	 do	 change	 their	 own	
behaviour.	 As	 such	 it	 is	 important	 to	 stop	 obsessing	 about	 smart	 objects	 and	 start	
thinking	in	a	smart	way	about	people.	Devices	are	the	interface,	that	today	is	almost	
becoming	a	natural	one,	 that	connects	people	to	the	world	outside.	As	such,	 things	














provide	 an	 easy	 customisation,	 allowing	 to	 protect	 privacy.	 Third,	 IoP	 needs	 to	 be	
proactive,	 meaning	 that	 technology	 should	 be	 used	 as	 a	 support	 to	 people’s	
interaction	with	their	environment.		
 8.1 Fairness,	competence	and	social	learning	on	social	media	




mature	 into	 responsible	 democratic	 citizens”	 (ibid.,	 p.	 444).	 Would	 DMU	 staff	 and	
students	 become,	 or	 become	 better,	 environmental	 citizens	 through	 engagement	











community	 size	 of	 SustainableDMU	 doubled	 in	 only	 eight	 weeks),	 however	 they	
engaged	people	who	 shared	 similar	 interests	or	who	already	 knew	 someone	 in	 the	
group	(in	line	with	Dahlberg	2001a).	Precisely	in	the	same	way	as	it	happens	through	
traditional	 recruitment.	 In	 addition	 to	 this,	 the	 internal	 procedural	 fairness	 of	 the	
meetings	is	also	similar;	some	voices	are	more	heard	than	others	(Petts	2006).	




Pariser	 2011)	 cannot	 be	 resisted	 on	 social	 media;	 quite	 the	 opposite,	 filtering	 of	
information	 is	 one	 of	 the	 biggest	 challenges	 (and	 achievement)	 of	 social	 media	
services.	Facebook,	Google	and	the	 like	are	continuously	 improving	their	algorithms	
to	show	people	information,	news	and	content	that	 is	personalized,	meaning	that	 is	
based	 on	 previous	 engagement	 and	 individual	 interests.	 As	 such	 people	 will	 be	
increasingly	 involved	 and	 engaged	 in	 like-minded	 communities,	 decreasing	 the	
opportunities	for	learning	and	growth.	This	phenomenon,	also	called	‘social	filtering’	
(Pentina	 &	 Tarafdar	 2014,	 p.212),	 not	 only	 affects	 which	 news	 individuals	 will	 be	
exposed	 to,	 but	 may	 also	 undermine	 civic	 discourses	 because	 it	 provides	 more	
information	that	supports	and	confirms	one’s	pre-existing	views	instead	of	amplifying	
them	 and	 as	 such	 limits	 the	 exposure	 to	 challenging	 and	 enriching	 beliefs	 (Pariser	
2011).	
For	 the	 goal	 of	 this	 project	 this	 means	 that	 people	 already	 engaged	 about	
sustainability	(which	have	here	been	called	environmental	citizens)	will	be	more	likely	
to	 take	part	 in	 the	process,	hindering	 the	outcome	of	 the	process.	The	only	way	 to	




Relating	 to	 the	 competence	 of	 the	 process,	 what	 stands	 out	 from	 the	 current	
evaluation	 is	 that	 discourse	 on	 social	 media	 are	 very	 superficial	 and	 far	 from	
Habermas’s	 ‘ideal	 speech	 situation’	 and	 of	 communicative	 competence	 that	 make	
possible	 social	 learning	 and	 the	 nurturing	 of	 citizenship.	 Except	 for	 a	 couple	 of	
occasions	 that	 have	 been	 presented	 in	 Chapter	 6,	 engagement	 was	 difficult	 to	
nurture,	participants	did	not	particularly	enjoy	discussing	about	the	proposed	topics,	
and	 when	 they	 did	 they	 contributed	 in	 a	 light-hearted	 way	 (a	 ‘point-and-click’	
participation	 as	 van	 Dijck	 (2012)	 call	 it),	 which	 can	 critically	 compromise	 the	








one	 striking	 difference	 between	 social	 media	 and	 traditional	 processes;	 it	 is	 very	
difficult	 to	 facilitate	 the	 virtual	 meetings	 and	 to	 promote	 engagement	 and	 trust	
among	 participants.	 Participants	 are	 not	 together	 in	 a	 room;	 they	 have	 not	





and	 they	 generate	 less	 agreement	 and	 do	 not	 require	 consensus	 and	 follow-up	
actions.	As	such,	online	deliberation	seems	to	be	less	effective	than	offline	debates.		
 8.1.3 Social	learning	
In	 Chapter	 7	 several	 interviewees	 reported	 a	 change	 in	 their	 behaviours	 as	 a	
consequence	of	the	campaign	or	a	reinforcement	of	already	existing	behaviours.	It	is	





participatory	 process	 also	 depends	 on	 what	 the	 people	 outside	 of	 the	 process	
perceive	 because	 participation	 can	 and	 should	 affect	 participants’	 social	 networks	
(Bull	 et	 al.	 2008).	 Participants	mentioned	 that	 they	 actively	 use	 social	media	 to	 be	
affected	 by	 their	 social	 network	 and	 that	 social	 media	 are	 powerful	 to	 discover	
other’s	people	views	and	opinions	 that	can	be	 important	 to	 inform	their	own	 ideas	
(see	section	7.3).	However,	only	a	few	of	them	were	active	in	trying	to	affect	others	
with	 their	 ideas.	 ‘Social	 contagion’	 (Christakis	 2008)	 did	 not	 happen	 during	 the	
presented	 participatory	 process,	 which	 hindered	 individual	 social	 learning	 and	
behaviour	change.	
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Another	 type	 of	 learning	 was	 also	 in	 evidence:	 organisational	 learning.	 The	




on	 social	 media	 and	 how	 to	 cooperate	 with	 others	 around	 the	 university	 to	 solve	
specific	 issues	 related	 to	 environmental	 performance	 of	 DMU.	 On	 the	 other	 hand,	
DMU’s	community	also	learned	how	to	report	issues	to	the	Sustainability	team	using	
social	 media,	 participants	 learned	 how	 to	 communicate	 with	 each	 other	 in	 a	
constructive	way	and	 that	SustainableDMU	was	 the	 ‘place’	 to	go	 for	environmental	
topics.		
“Unlike	 sharing,	 where	 the	 group	 is	 mainly	 an	 aggregate	 of	
participants,	 cooperating	 creates	 group	 identity.”	 (Shirky	 2008,	
p.50)	







engaged	 about	 the	 pro-environmental	 attitudes	 and	 behaviours	 of	 its	 staff	 and	
students	and	as	such	it	makes	it	easier	to	engage	them	through	different	strategies.	






 8.2 How	 can	 we	 be	 smart	 about	 using	 social	 media	 to	 encourage	
sustainability	in	organisations?	Key	recommendations		




and	 is	 an	 expression	 of	 our	 society;	 however,	 they	 are	 not	 capable	 by	
themselves	 to	 initiate	 revolutions,	 change	 the	 outcome	 of	 elections,	 or	
transform	 people	 of	 an	 institution	 into	 environmental	 citizens.	 Recognising	
and	 addressing	 the	 limits	 of	 this	 approach	 by	 incorporating	 social	 media	
campaigns	within	 a	wider	 participatory	 campaign	 can	 bring	 the	 outcome	 of	
the	process	to	a	higher	level.	
2. Recruit	 the	 ‘right’	 group	 of	 people	 and	 set	 times	 and	 ‘places’	 for	meetings.	
One	of	the	biggest	constraints	of	the	present	research	has	been	the	fact	that	
people	have	been	 left	excessively	 free	 to	participate	 (or	not)	 in	 the	process.	
Recruitment	 is	 key	 for	 a	 participatory	 process	 for	 achieving	 fairness	 and	









take	 action,	 to	 take	 part	 in	 the	 conversation,	 or	 at	 least	 in	 spreading	 the	
message	about	the	process.		
4. Collaborate	with	building	managers,	head	of	the	institution,	and	the	relevant	
stakeholders	 for	 managing	 the	 organisation.	 Collaboration	 with	 people	 that	
can	 solve	 issues	 and	 take	 decisions	 is	 key	 for	 the	 success	 of	 a	 participatory	
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process,	 to	 let	 the	 participants	 have	 agency	 to	 intervene	 and	 change	 the	
current	condition.		
5. Incorporate	 social	media	 in	 the	wider	process	of	 achieving	energy	 reduction	
and	 reducing	 the	 environmental	 impact	 of	 the	 institution.	 Social	media	 can	
reach	people	that	are	difficult	to	reach	otherwise,	e.g.	the	campaign	was	able	




 8.3 What	 questions	 are	 unanswered	 that	 future	 research	 could	
usefully	explore?		
Learning	 from	the	present	research,	 three	areas	of	 investigation	for	 future	research	
can	be	 identified	 to	better	understand	how	to	use	a	participatory	and	collaborative	
approach	to	develop	‘smart	citizens’	using	engagement	on	social	media:	
1. One	of	 the	critical	points	of	 the	current	 research	was	 that	participants	were	
given	 the	 opportunity,	 but	were	 not	 required,	 to	 participate	 in	 the	 process.	
The	 campaign	 happened	 on	 social	 media	 and	 participation	 was	 fostered	
through	 different	 mechanisms;	 however,	 the	 research	 did	 not	 start	 by	
recruiting	 a	 group	 of	 participants	 that	 would	 engage	 on	 social	 media.	 The	
reason	was	really	simple:	given	the	big	claims	placed	on	social	media	of	being	
a	democratizing	force	in	society,	the	research	wanted	to	test	if	a	high	number	




a	 research	 that	would	 start	 from	recruiting	a	group	of	participants	will	have	
the	same	outcome.	
2. One	of	the	strengths	of	social	media	 is	the	fact	that	 interaction	 is	visible	not	
only	to	the	participants	group,	but	also	to	the	wider	public.	In	addition	to	that,	















implementation	 of	 the	 campaign	 and	 had	 been	 supportive	 in	 responding	 to	
comments	and	critiques.	However,	participants	were	not	given	a	specific	case	





participate	 in	 the	 conversations	 at	 the	 same	 time	 or	 in	 making	 possible	 to	
easily	follow	the	discussion.		
 8.4 Practical	 issues	 in	 conducting	 a	 social	 media	 campaign:	 lessons	
from	experience	
 8.4.1 Interaction	with	the	institution	
The	 Facebook	 and	 Twitter	 accounts	were	 launched	 together	with	 the	 Sustainability	
and	 Transport	 Officers	 at	 DMU.	 Moreover,	 SustainableDMU	 was	 an	 expression	 of	
DMU	as	an	institution.	This	had	different	implications:	
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not	 want	 to)	 be	 excessively	 critical	 regarding	 the	 institution	 itself,	 because	
that	could	have	lead	to	obvious	reaction	by	other	members	of	it.	On	the	other	
hand	 the	 account	 activity	 encouraged	 users	 to	 report	 issues	 arising	 around	
university,	committing	to	resolve	them	and	doing	so	in	most	of	the	cases.	This	
is	 one	 of	 the	 reasons	 a	 collaboration	 with	 the	 Sustainability	 Officer,	 who	
closely	worked	with	the	Energy	Manager,	was	sought.		
3. The	 other	 main	 reason	 for	 asking	 the	 collaboration	 of	 DMU	 was	 that	 the	
campaign	wanted	to	gain	the	widest	audience	possible	and	to	be	attributed	a	
reasonable	 credibility	 and	 trust	 around	 the	 issues	 of	 sustainability	 by	 the	
audience	itself.	This	was	the	reason	the	campaign	has	not	been	conducted	via	
the	personal	 researcher’s	account,	which	had	a	smaller	audience	and	whose	
activity	 around	 the	 problems	 of	 sustainability	 at	 DMU	 would	 have	 been	
considered	in	a	different	way	from	the	audience,	that	is	not	as	an	expression	
of	DMU	itself	and	therefore	the	idea	of	‘creating	a	place	for	staff	and	students	
to	 discuss	 #environmental	 and	 #sustainability	 issues	 at	 #DMU28’	would	 have	
been	more	difficult	to	achieve.	
4. Moreover,	 the	 issue	 of	 the	 public	 dimension	 of	 posts	 on	 social	 media	 is	
critical.	Institutions	are	concerned	about	what	can	be	said	about	them	on	the	
web,	 especially	 if	 it	 is	 negative,	 because	 it	 could	 have	 an	 impact	 on	 their	
reputation.	 Before	 social	 media	 public	 relations	 were	 less	 problematic	 as	 it	
was	easier	 for	 institutions	to	control	what	and	how	much	 information	about	
themselves	to	share	to	the	public.	In	the	contemporary	age,	where	everybody	










(almost)	 everybody,	 it	 is	 difficult	 or	 almost	 impossible	 to	 control	 the	
information	that	is	shared	about	one	institution.	Therefore,	transparency	is	a		
conflicting	 issue	 in	 institutions	 that	 want	 to	 be	 trusted	 by	 disclosing	 more	
about	themselves,	but	at	the	same	time	are	aware	of	the	risk	of	transparency	







could	use	and	 from	which	they	could	acquire	 the	maximum	benefits.	However,	 it	 is	
necessary	to	note	that	this	choice	had	many	consequences:	first,	it	was	necessary	to	
use	many	different	 tools,	whereas	all	 the	data	could	have	been	aggregated	by	only	
one	 social	 marketing	 tool.	 Second,	 almost	 no	 support	 is	 provided	 by	 free	 tools	
developers,	 therefore	 the	 process	 of	 learning	 to	 use	 the	 online	 software	 and	 its	
potentialities	 can	 be	 problematic	 and	 sometimes	 confusing.	 Third,	 it	 is	 very	 time	








As	 said	 managing	 a	 social	 media	 campaign	 is	 not	 an	 easy	 task.	 Not	 only	 was	 it	
necessary	 to	prepare	relevant,	 referenced,	but	also	easy	 to	understand	material	 for	
the	dissemination	of	information;	in	addition	to	this	it	was	necessary	to	reply	hour	by	
hour,	and	sometimes	minute	by	minute	 to	messages	 from	participants,	 in	 the	most	
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appropriate	 way.	 Interaction	 from	 the	 campaign	 had	 not	 been	 massive,	 however	





The	 research	 presented	 in	 this	 thesis	 aimed	 to	 address	 the	 issue	 of	 environmental	
sustainability	associated	with	the	higher	education	sector	in	the	UK.	The	sector	does	
not	 account	 for	 a	 huge	 fraction	 of	 total	 UK	 emissions,	 however	 higher	 education	
institutions	can	play	a	unique	and	fundamental	role	in	educating	future	generations	in	




the	 two	 correlated	 theories	 of	 public	 engagement	 and	 environmental	 citizenship	
were	 used.	 Public	 engagement	 processes	 are	 predicated	 to	 be	 able	 to	 change	
people’s	 attitudes	 and	 behaviour	 toward	 a	 pro-environmental	 model	 and	 are,	 by	
scholars,	 considered	 a	 possible	method	 to	 nurture	 environmental	 citizenship.	 They	
are	based	on	Habermas’s	theory	of	communicative	action	that	understands	language	
as	 one	 of	 the	 fundamental	 component	 of	 society;	 as	 such	 communication	 is	




This	 research	 applied	 the	 theory	 and	 the	 evaluation	 methodology	 of	 public	
participation	 to	 communication	 on	 social	 media.	 Although	 quite	 a	 recent	
phenomenon,	 social	 media	 are	 transforming	 the	 way	 people	 communicate	 and	
interact	with	each	other.	The	aim	of	the	study	was	to	understand	if	the	deliberative	
ideals	of	public	engagement	theory	are	true	in	the	social	media	environment	and	to	
understand	 what	 are	 the	 potentialities	 for	 reducing	 higher	 education	 institutions	
greenhouse	gas	emissions	through	these	interventions.		




A	 primary	 contribution	 to	 knowledge	 from	 this	 study	 is	 the	 application	 of	 the	
principles	of	public	engagement	theory	to	the	social	media	environment,	both	in	the	
implementation	of	the	campaign	and	in	the	evaluation	of	the	process,	as	it	has	been	
assessed	 through	Webler’s	 principles	 of	 fairness,	 competence,	 and	 social	 learning.	
This	 contributes	 to	 filling	 the	 current	 gap	 in	 the	 literature	 regarding	 bottom-up	
approach	to	enhancing	environmental	citizenship	in	the	non-domestic	environment.		







based	 on	 similar	 research	 in	 the	 context	 of	 social	 media	 impact	 evaluation,	 the	
methodology	 has	 been	 successfully	 applied	 for	 the	 first	 time	 in	 the	 context	 of	 the	
evaluation	 of	 a	 participatory	 communication	 campaign	 in	 a	 higher	 education	
institution.	 The	 methodology	 for	 evaluation	 can	 be	 considered	 a	 valuable	
contribution	for	institutions	that	intend	to	perform	such	campaign	and	who	want	to	
measure	their	performance.		
In	 addition	 to	 that,	 the	 quantitative	 data	 collected	 from	 social	 media	 have	 been	
associated	 with	 the	 qualitative	 data	 collected	 through	 interviewing	 participants,	
whereas	 traditionally	 social	 media	 interventions	 are	 either	 analysed	 through	 a	
quantitative	approach	or	a	qualitative	one.		
 9.3 Summary	of	findings	







Understand	 the	 potential	 of	 social	media	 as	 a	 vehicle	 for	 increasing	 environmental	
citizenship	and	promote	pro-environmental	behaviour-change.	
To	meet	 this	 aim	 five	 objectives	were	 identified;	 the	 objectives	 are	 here	 reported,	
along	with	a	brief	overview	of	the	findings.	
 9.3.1 Objective	one	
The	 first	 objective	 sought	 to	 review	 current	 behaviour	 change	 theories	 in	
organisations.	 This	was	achieved	 through	a	 review	of	 the	most	 recent	 literature,	 as	
presented	in	Chapter	3.		
The	literature	review	starts	with	a	definition	of	pro-environmental	behaviours,	these	
are	 behaviours	 that	 deliberately	 pursue	 the	 reduction	 of	 the	 negative	 impact	 of	
humans’	activities	on	 the	environment	 (Stern	2000).	After	 this	different	approaches	
to	 behaviour	 change	 are	 presented,	 drawing	 a	 distinction	 between	 informational	
strategies	 and	 structural	 strategies.	 The	 first	 aim	 at	 changing	 the	 motivations,	
perceptions,	 and	 norms	 of	 the	 behaviours,	 whereas	 structural	 strategies	 aim	 at	
altering	the	conditions	under	which	behaviour	choices	are	made	(Steg	&	Vlek	2009).		
A	 third	 option	 to	 behaviour	 change	 is	 then	 offered:	 participating	 in	 environmental	
conversations	 and	 decision	 making	 and	 nurturing	 environmental	 citizenship.	
Environmental	citizenship	 is	characterised	by	the	active	participation	of	citizens	 in	a	
transition	 towards	 sustainability	 as	 different	 studies	 have	 demonstrated	 that	
participating	 in	 pro-environmental	 activities	 can	 enhance	 environmental	 citizenship	
and	promote	behaviour	change	(Dobson	2010).		





and	 social	 media	 with	 reference	 to	 current	 trends.	 This	 was	 achieved	 through	 a	
review	of	the	most	recent	literature,	as	presented	in	Chapters	2	and	3.		
This	was	started	by	giving	a	definition	to	digital	technologies	and	social	media	and	in	
briefly	 mapping	 out	 their	 evolution	 since	 their	 first	 appearance.	 Subsequently,	 an	
analysis	 of	 digital	 platforms	 as	 a	 new	 communication	 space	 and	 of	 discourse	 and	
interaction	on	social	media	was	performed.	Reflecting	on	the	potential	of	discourse-
based	 social	 media	 of	 creating	 conversations	 and	 engagement	 the	 parallels	 with	
public	engagement	theory	emerged.		
In	 a	 second	 section,	 the	 rise	 of	 the	 digital	 and	 environmental	 citizens	 has	 been	
charted,	 arguing	 that	 citizenship	 is	 being	 re-framed	 by	 participation	 on	 digital	





The	 third	 objective	 sought	 to	 create	 and	 test	 a	 methodology	 for	 the	 analysis	 of	 a	
social	 media	 participatory	 campaign	 and	 its	 effectiveness	 in	 facilitating	 public	
engagement.	The	methodology	was	presented	in	Chapter	4	and	then	fully	explained	
and	applied	 in	Chapter	5	 in	 regards	 to	 the	quantitative	analysis	and	 in	Chapter	6	 in	
regards	to	the	qualitative	insights.		
Chapter	 4	 illustrated	 the	 methodology	 in-depth;	 four	 categories	 were	 defined:	 (1)	
Growth	of	community,	(2)	Engagement,	(3)	Content	Indicators,	and	(4)	Conversations.	
The	proposed	methodology	proved	to	be	able	to	measure	if	a	dialogue	was	created	in	






participants.	 The	 overarching	 outcome	 of	 the	 exploration	 in	 the	 quantitative	 data	
allows	 this	 research	 to	 state	 that	 this	 can	only	be	 the	 first	 step	of	 a	more	 in-depth	
investigation	about	what	people	can	learn	during	their	online	participation.		
A	more	 in-depth	 qualitative	 analysis	was	 considered	 necessary	 and	was	 performed	




The	 fourth	 objective	 sought	 to	 critically	 assess	 the	 potential	 of	 social	 media	 as	 a	
behaviour	 change	 tool	 leading	 to	 behaviour-change	 and	 environmental	 citizenship.	
This	was	achieved	 through	 the	content	analysis	of	 in-depth	 interviews	presented	 in	
Chapter	6	and	7.		
The	 presented	 results	 critically	 show	 that	 social	 media	 did	 have	 an	 impact	 on	
participants	regarding	pro-environmental	behaviours,	but	this	was	limited.		
There	are	issues	related	with	the	fairness	and	competence	of	the	process,	which	then	
lead	 to	 constraints	 in	 the	 social	 learning	 and	 impact	 achieved	 by	 the	 intervention.	
Fairness	is	in	fact	not	easily	achieved	in	the	online	discussion;	in	line	with	what	other	
scholars	have	claimed,	only	a	small	percentage	of	people	contribute	to	the	majority	of	
the	conversations	and	 like-minded	people	are	more	 likely	 to	participate.	Therefore,	
discussion	is	less	likely	to	be	argumentative	and	conflicting.		
In	consideration	of	the	depth	and	competence	of	the	discussion,	which	relates	to	van	
Dijck	 (2012)	 claim	 that	 40%	of	 tweets	 are	 a	 ‘pointless	 babble’,	 results	 showed	 that	
participants	 were	 not	 always	 motivated	 on	 discussing	 their	 views	 and	 opinions	 in	
depth	 and	 often	 chose	 to	 leave	 a	 brief	 comments	 without	 discussing	 with	 others,	
preferred	to	share	a	sarcastic	or	ironic	comment,	only	joined	the	conversation	when	
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In	 relation	 to	 social	 learning,	 results	 show	 that	 the	 impact	 of	 the	 social	 media	
campaign	 have	 been	 limited;	 people	 did	 change	 certain	 behaviours,	 but	 mostly	
intent-oriented	behaviours.	As	such	the	impact	of	the	campaign	in	improving	DMU’s	
environmental	sustainability	have	been	minimal.	Moreover,	the	process	had	a	deeper	




were	 already	 interested	 in	 environmental	 issues.	 Hence,	 the	 impact	 of	 the	 process	
had	been	deeper	on	them	than	on	others.	On	the	other	hand	digital	citizens	reported	
higher	 level	of	 learning	 from	social	media	 than	others,	due	 to	 their	higher	 levels	of	
digital	 literacy.	As	such	the	use	of	social	media	can	be	useful	 in	making	them	better	
environmental	 citizens,	 as	 they	 are	 very	 open	 to	 be	 influenced	 by	 peers	 on	 social	
media.	The	issue	remains	how	to	engage	them	more	effectively	in	the	process.		
 9.3.5 Objective	five	
The	 fifth	 objective	 sought	 to	 understand	 the	 wider	 opportunities	 and	 barriers	 for	
future	applications	of	social	media	and	public	engagement	in	organisations.	This	was	
achieved	 through	 the	 thorough	 discussion	 of	 results	 and	 has	 been	 presented	 in	
Chapter	8.		
Social	 media	 share	 many	 of	 the	 constraints	 of	 traditional	 public	 participation	
processes;	in	the	present	research	they	were	able	to	enlarge	the	overall	audience	that	





people	 who	 shared	 similar	 interests.	 The	 tendency	 for	 online	 communities	 is	 to	
organise	 themselves	 into	 ‘filter	 bubbles’	 (Pariser	 2011)	 and	 as	 such	 individuals	 will	
engage	 in	 conversations	 with	 like-minded	 individuals.	 This	 undermines	 the	
deliberative	 power	 of	 social	 media	 because	 it	 does	 not	 amplify	 exposure	 to	
challenging	views.		
In	 addition	 to	 this,	what	 stands	out	 from	 the	present	 research	 is	 that	 discourse	on	
social	media	are	often	very	superficial	and	engagement	is	difficult	to	nurture	and	this	
compromised	 the	 deliberative	 power	 of	 the	 process.	 As	 such,	 online	 deliberation	
seems	to	be	less	effective	than	offline	debates.	
Nevertheless,	 numerous	 interviewees	 reported	 a	 change	 in	 their	 behaviours	 as	 a	
consequence	of	the	campaign	or	a	reinforcement	of	already	existing	behaviours	and	it	
is	discussed	that	this	 is	evidence	of	social	 learning	although	changes	were	minor.	 In	
addition,	 another	 type	 of	 learning	 was	 evidenced:	 organisational	 learning.	 Social	
media	were	effective	in	building	a	community	of	like-minded	individuals	within	DMU	
and	 in	 making	 the	 institution	 more	 aware	 of	 the	 pro-environmental	 attitudes	 and	
behaviours	of	its	staff	and	students.			
 9.4 Implications	and	opportunities	of	use	
In	 this	 section	 the	 implications	of	 the	 findings	are	discussed;	 first	with	 reference	 to	
practitioners,	 second	with	 reference	 to	 policymakers,	 and	 finally	 with	 reference	 to	
future	research.			
 9.4.1 Implications	for	practitioners	
This	study	has	 implications	 for	practitioners,	 those	who	are	responsible	and	seek	to	
find	 solutions	 for	 reducing	 large	 organisations’	 greenhouse	 gas	 emissions.	 Higher	
education	 institutions	would	 in	 fact	 be	 interested	 to	 understand	 how	 social	media	
could	 help	 them	 reduce	 their	 emission,	 through	 stimulating	 pro-environmental	
behaviours	in	their	staff	and	students.	Many	institutions	already	use	social	media	to	





that	 engagement	 with	 fans	 and	 followers	 is	 fostered	 through	 a	 constant	 and	
consistent	 presence	 on	 social	 media;	 demonstrated	 by	 the	 quick	 drop	 in	
SustainableDMU’s	 fans	 and	 followers	 engagement	 after	 the	 close	 of	 the	 campaign.	
Results	have	also	shown	that	 fostering	participation	 is	not	as	easy	as	 it	 can	appear.	
People	 prefer	 not	 to	 be	 involved	 in	 thoughtful	 and	 serious	 conversations	 on	 those	
tools	and	often	choose	to	participate	only	when	the	topic	is	light-hearted.	Moreover,	
it	is	difficult	to	create	the	‘right’	(i.e.	fair)	group	of	participants	and	allow	everyone	to	
freely	 participate	might	 not	 be	 the	 answer	 to	 a	 successful	 deliberative	 process	 on	
social	 media.	 Therefore,	 care	 and	 attention	 need	 to	 be	 put	 in	 choosing	 the	 right	
audience	and	trying	to	engage	it.	In	addition,	as	for	any	public	engagement	process,	
participants	 need	 to	 be	 given	 ‘power’	 to	 deliberate,	 that	 is	 an	 issue	 to	 solve	 or	 a	
decision	 to	 make	 for	 the	 university,	 in	 order	 to	 get	 together	 and	 participate	
successfully.	One	of	 the	 issue	of	 the	present	study	was	specifically	 that	participants	
were	 not	 given	 an	 issue	 to	 address	 and	 this	 may	 have	 influenced	 not	 only	 the	
engagement,	but	also	the	depth	reached	by	the	process.		
On	the	other	hand,	 it	 is	true	that	social	media	make	it	possible	to	reach	and	stay	 in	
contact	 with	 a	 larger	 number	 of	 people.	 In	 few	 weeks	 SustainableDMU’s	 network	
almost	 doubled	 both	 on	 Twitter	 and	 Facebook.	 Although	 not	 all	 of	 those	 fans	 and	
followers	became	engaged	in	the	activities,	they	still	were	receiving	the	information	
and	 were	 able	 to	 see	 and	 participate	 in	 the	 conversations.	 Social	 media	 therefore	
make	it	easier	to	reach	the	network	of	people	outside	the	direct	audience	engaged	in	
the	participatory	meetings;	which	 is	one	of	 the	most	 important	 issues	 in	 the	public	
engagement	theory.		
Thus	 the	 use	 of	 social	 media	 can	 be	 helpful	 for	 reducing	 an	 institution’s	 carbon	







The	 study	 also	 have	 implications	 for	 organisations	 and	 policymakers	 that	 are	
immediately	 involved	with	 higher	 education	 and	 environmental	 issues,	 such	 as	 the	
Environmental	 Association	 of	 Universities	 and	 Colleges	 (EAUC),	 the	 HEFCE,	 the	
National	 Union	 of	 Students	 (NUS),	 Universities	 UK	 (UUK)	 and	 the	 People	 and	 the	
Planet	 student	action	group.	Beyond	 those,	 the	 findings	are	also	 relevant	 for	policy	
makers	 from	 government	 departments,	 such	 as	 the	 Department	 for	 Environment	
Food	and	Rural	Affairs	(DEFRA).		
This	 research	 is	particularly	 timely	because	 institutions	and	governments,	who	have	
been	using	social	media	to	communicate	and	engage	with	their	audience	for	a	while,	
now	are	trying	to	define	the	impact	of	their	efforts	in	using	these	tools,	to	define	the	
merit	 of	 such	an	approach	and	 to	 classify	what	 are	 the	potentialities	 for	behaviour	
change.	 If	policymakers	are	 interested	 in	moving	their	audiences	beyond	awareness	
to	behaviour-change,	these	are	the	challenges	they	need	to	focus	on:	
- Set	 realistic	 campaign	 objectives	 and	 acknowledge	 that	 if	 ambitious	
behaviour-change	effects	are	sought	many	barriers	can	play	a	strong	role;	
- Make	 sure	 that	when	change	 in	behaviour	are	 sought	people	are	put	 in	 the	
condition	 of	 being	 able	 to	 act,	 that	 is	 ensure	 policy	 are	 in	 place	 to	 tackle	
barriers,	such	as	cost	or	feasibility;	
- Ensure	 that	people	are	given	deliberative	power	 in	order	 to	make	 them	feel	
responsible	and	empowered	by	the	process	and	their	decision;	
- Pre-test	 and	 track	 the	 impact	 of	 the	 intervention	 using	 a	 combination	 of	
quantitative	and	qualitative	methods.	
Other	 research	 has	 shown	 the	 importance	 of	 a	 bottom-up	 approach	 when	








It	 is	 recognised	 that	 there	 are	 some	 limitations	 to	 the	 findings	 presented	 in	 the	
present	thesis;	on	the	other	hand	they	offer	opportunities	for	future	research.		
First,	the	results	have	been	limited	by	the	relatively	small	sample	size	and	the	short	
intervention	 and	 monitoring	 period.	 The	 data	 presented	 were	 collected	 from	 a	
sample	of	self-selecting	participants	(in	the	sense	that	they	self-selected	themselves	
by	 interacting	 with	 SustainableDMU	 on	 Twitter	 and	 Facebook)	 and	 only	 a	 small	
sample	 of	 friends	 of	 friends,	 who	 did	 not	 follow	 SustainableDMU	 but	 were	 active	
users	 of	 social	media.	 No	 data	were	 collected	 from	 people	 not	 using	 social	media;	
however	interviewing	them	could	improve	the	understanding	of	the	barriers	in	using	
social	media,	which	is	connected	with	the	fairness	of	the	process.		
The	 intervention	 was	 also	 very	 short;	 8	 weeks	 is	 a	 very	 short	 time	 for	 creating	 a	
network	and	a	community	of	participants.	Results	showed	that	interaction	and	depth	
of	 the	 conversations	 increased	 towards	 the	 end	 of	 the	 campaign,	 but	 then	 quickly	
dropped	 when	 activity	 from	 SustainableDMU	 fell.	 Therefore	 the	 undertaking	 of	 a	
much	 larger	 and	 longitudinal	 study	 could	 not	 only	 provide	 more	 representative	
results,	but	may	capture	the	emergence	and	influence	of	new	patterns	of	interaction.		






personality	 of	 the	 involved	 researcher	 is	 key;	 future	 research	 should	 look	 at	 how	








of	 the	 study,	 in	 a	 different	 context	 would	 provide	 data	 for	 comparison	 and	
verification	 of	 the	 findings.	 Secondly,	 future	 studies	 should	 offer	 alternative	
communication	messages	than	those	utilised	here;	future	studies	on	the	deliberative	
potential	 of	 social	 media	 should	 seek	 to	 develop	 interaction	 about	 different	 or	
additional	issues	to	better	inform	the	role	of	characteristics	of	topic	on	the	success	of	
a	participatory	social	media	campaign.	It	would	be	particularly	interesting	to	join	the	
qualitative	 analysis	 performed	 during	 this	 study	 to	 quantitative	measures	 taken	 on	
site,	 that	 is	 data	 able	 to	 measure	 actual	 reduction	 in	 energy	 and	 resource	 use	 by	
participants.	 In	 addition,	 it	 would	 be	 interesting	 to	 take	 a	 holistic	 perspective	 and	
consider	 the	 total	 individual	 emissions	 of	 each	 participant	 from	 the	 different	
behaviours;	this	could	be	done	through	measuring	their	carbon	footprint	before	and	
after	 the	 intervention.	 The	 intention	 of	 the	 present	 research	 was	 to	 do	 so,	 but	
participants	 joined	 in	during	the	course	of	the	 intervention.	Therefore	there	was	no	
opportunity	 for	 the	 researcher	 to	 survey	 participants	 ahead	 of	 the	 intervention.	
Consequently	 this	means	 that	 this	 is	 a	 post-test	 only	 study,	with	no	pre-test	which	
would	 have	 provided	 data	 to	 control	 for	 behaviours	 and	 levels	 of	 environmental	
citizenship	ahead	of	the	campaign	intervention.		
It	must	also	be	noted	that	the	area	of	research	of	the	present	study	is	quite	novel	but	
many	 studies	have	been	 carried	out	 in	 the	past	 few	years;	moreover,	 innovation	 is	
very	fast	in	the	area	of	study.	As	such	the	findings	might	be	subjected	to	a	temporary	
validity.	 This	 is	 particularly	 true	 from	 a	 methodological	 point	 of	 view;	 when	 the	
research	 started	 few	 studies	 were	 done	 on	 the	 impact	 of	 social	 media,	 it	 was	
uncommon	to	use	them	in	the	context	of	sustainability	in	the	built	environment,	and	
the	scientific	 literature	about	the	methodology	of	evaluation	of	the	 impact	of	those	
tools	 on	 online	 communication	 or	 behaviour	 change	was	 almost	 non-existent.	 This	
lead	 the	 researcher	 to	 personally	 design	 a	 methodology	 of	 investigation;	 however	
throughout	 the	 study	 new	 research	 were	 being	 conducted	 in	 other	 contexts	 with	
similar	methodology	or	 approach.	 These	have	been	 cited	 in	 the	beginning	 chapters	
and	the	researcher	implemented	a	methodology	that	was	novel	in	one	sense	but	not	
in	absolute.	This	 is	 to	say	that	 the	area	of	 research	 is	 fast-moving,	 therefore	results	










behavioural	 research	 (Conner	 et	 al.	 2007;	 Updegraff	 et	 al.	 2007)	 and	 was	 the	
preferred	 method	 for	 this	 study;	 nevertheless	 there	 is	 the	 possibility	 that	 some	
participants	might	have	felt	internal	pressure	to	respond	in	a	more	socially	desirable	
way	than	others.		
As	 seen	 from	 the	 results	 of	 this	 study	 people	 are	 structured	 in	 almost	 closed	
networks,	 also	 called	 ‘bubbles’,	 on	 social	 media	 and	 they	 prefer	 to	 interact	 with	
people	 with	 similar	 interests.	 For	 this	 reason	 it	 would	 be	 interesting	 to	 perform	 a	
network	 analysis	 of	 how	 knowledge	 diffuses	 in	 social	media	 network	 and	 how	 it	 is	
possible	to	reach	all	the	different	interested	parties;	 is	 it	necessary	to	involve	in	the	





This	 thesis	 documented	 a	 case	 study	 action	 research	 undertaken	 to	 explore	 the	
potentialities	 offered	 by	 participating	 in	 decision-making	 regarding	 pro-
environmental	 issues	 in	 the	 institutional	 context,	 as	 they	 are	 mediated	 by	 social	











several	 interviewees	 reported	 a	 change	 or	 a	 reinforcement	 of	 already	 existing	 pro-
environmental	behaviours	as	a	consequence	of	the	campaign.	However,	the	reported	
changes	 were	 minor	 and	 it	 is	 difficult	 to	 advocate	 that	 they	 could	 noticeably	
contribute	 to	 the	 requested	 target	 of	 10%	 reduction	 on	 carbon	 emission	 from	
behaviour	change	of	the	HE	sector.	
In	addition	to	these	findings,	the	research	also	sheds	light	on	the	deliberative	power	





competence	 of	 the	 process,	 social	 media	 seem	 to	 engage	 participants	 and	 foster	




fundamental	 to	 communicate	with	 students.	 However,	 it	 is	 important	 to	 recognise	
and	 address	 the	 limits	 of	 this	 approach	 by	 incorporating	 social	media	 in	 the	wider	
process	of	achieving	energy	reduction	and	reducing	the	environmental	impact	of	the	
organisation.	 The	 present	 research	 showed	 how	 social	 media	 can	 in	 fact	 be	 a	
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plan	 for	 the	next	years.	Do	you	 feel	 it	 in	your	everyday	 life	at	DMU?/Do	
you	think	there	is	a	culture	of	sustainability	@DMU?	






















• Did	 you	 do	 anything	 differently	 after	 seeing/participating	 in	 discussion	
with	@SustainableDMU?	







• Do	 any	 of	 your	 friends	 became	 interested	 in	 sustainability	 because	 you	
were	sharing	`green`	information	on	your	profile?	
13. If	 you`d	 have	 to	 engage	with	 others	 in	 pro-environmental	 behaviours	 using	
social	media,	what	would	you	do?	
• Can	you	give	me	an	example	of	that?	






















Section	 4:	 Evaluating	 pro-environmental	 behaviour	 after	 the	 campaign	 following	
the	responses	on	the	questionnaire	
17. You	said	you	were	...	are	you	still	doing	it?	
• Why	did	you	decide	to	do	it?	
• Why	are	you	maintaining	it?	
